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I. EXECUTIVE SUMMARY 
A. General 
The introduction of the All Volunteer Force was associated with a 
truly dramatic increase in the Navy's advertising expenditures. Although 
current advertising expenditures are significantly below recent peak lev-
els, they are still, . in real terms, almost eight times the Navy's adver-
tising expenditures o:f a decade ago. The growth in these expenditures has, 
understandably, increase~ the Navy's concern with their effectiveness in 
generating enlistments. This report summarizes our analysis o:f the effec-
tiveness of Naval advertising. 
In order to estimate the effect of Navy advertising on enlistments, 
we :first :formulated a simple model relating advertising, and such important 
:factors as Naval awareness and attitude toward service in the Navy, to the 
individual.'s propensity to enlist. The model was estimated using data ob-
tained from the Market Facts Survey, the Navy Recruiting Command and MARDAC. 
The Market Facts Surveys played an 'important role in our analysis, 
a not unexpected occurrence since this survey was designed to provide the 
information necessary :for assessing the impact o:f advertising on the en-
listment decision. Unfortunately, it is a lamentably deficient data source 
for studying the effectiveness of advertising. The Market Facts Survey 
excludes enlistees from the sample. Consequently, estimates of the effect 
of advertising on the propensity to enlist, bas~d on this data, will seri-






vey vas used in our analysis because it vas ~be only data base comprehen-
sive enough ~or our purposes. However, in interpreting our results, the 
limitations and biases imposed by the data should be· kept firmly in mind. 
B. Major Findings 
1. 
2. 
Unsolicited military advertising or direct mail 
advertising was ~ound to have a very strong ef-
~ect on interest in the Navy. The point elas-
ticity .of unsolicited advertising with respect 
to self-initiated visits to a recruiter was es-
timated to be approXimately 1. 7. That is, in-
creasing the number of Qualified Military Can-
didates (GJ~Cs) sent unsolicited literature by 
1% will increase the number o~ QMC-initiated 
visits to a recruiter by 1.7%. Saturating 
the QMC population with unsolicited literature 
-- sending literature to all QMCs -- will in-
crease visits to recruiters by 100%. Sending 
unsolicited literature to all QMCs, instead 
of only 12%, as is currently the pr~ctice, 
will increase the number of individuals vis-
iting a recruiter from approximately 6% to 
approximately 12% of the relevant population. 
Local advertising expenditures were found to 
have a small direct e~fect on self-initiated 
recruiter visits. In addition, high levels 
of local advertising expenditures, as meas-
ured by the Local Advertising Management Sys-
tem (LAMS), are associated with wider dissem-
ination of unsolicited advertising material 
and hence indirectly influence recruiter vis-
its. Considering this indirect ef~ect, the 
total elasticity for sel~-initiated recruiter 
visits is approximately doubled to somewhat 
over .4. Given our estimated point elasti-
city ~or the total effect o~ LAMS, we would 
expect a 5% expansion o~ local .advertising 
activities to yield about a 2% increase in 
self-initiated recruiter traffic. Unfortu-






not evidence a consistent e~fect for all .measures 
of interest in the Navy. Specirically, increased 
local advertising expenditures appear to be associ-
ated vi th a smaller number of QMCs saying they are 
definitely or prob.ably interested in the Navy. This 
"finding" of an apparently perverse erfect o.f adver-
tising is probably a statistical artifact resulting 
from problems inherent in the Market Facts Surveys. 
The qualitative effect of advertising on interest 
levels of high quality or acadendcally proficient 
QMCs appears to be very similar to its efrect on 
the general population of QMCs. Overall, the 
quantitative differences in results are quite 
minor. 
C. Recon~endations 
1. The sample in the Market Facts Survey should be 
restructured to include enlistees. This is a 
high priority item and should be accomplished 
prior to the initiation of any additional stu-
dies on the effectiveness of advertising that 
employ the Market Facts data base. 
2. Extend and re~ine the analysis of the effective-
ness of advertising begun in this study by: 
a) using a data base that includes enlistees, 
b) employing county level advertising data, 
and c) introducing the advertising expenditures 
of the other services. 
v 
II. BACKGROUND 
A. Naval Advertising and the All Volunteer Force 
The use of advertising by the U.S. military has a long history. Pos-
ters and handbills provide evidence of some of the earliest efforts to use 
advertising as a recruiting device. Howevers even by the late post-war 
period, advertising efforts by the various services were quite modest.l 
The Navy, for example, was spending little more than a million dollars on 
all its advertising programS by 1964. 2 .In fact, in FY 1965, with the Viet-
nam conflict already in progress, the Navy's advertising budget actually 
dipped below the million dollar mark. 
While Navy advertising expenditures did increase almost every year 
during the Vietnam conflict, total expenditures were still less than two 
million dollars by FY 1971. In real terms ( c.onstant dollars), advertising 
expenditures by the Navy increased by slightly less than 55% over the en-
tire period FY 1965 to 1971. It was FY 1972 that marked the "take-off" 
phase in the military advertising effort. With our peak involvement in 
Vietnam behind us but with preparations for the All Volunteer Force (AVF) 
beginning, Navy advertising expenditures increased, in real terms, almost 
fourfold between FY 1971 and FY 1972. This was followed by a threefold 
increase in FY ~973, the year the Vietnam conflict was concluded and the 
1see Table 1 for Navy advertising expendit?Tes FY 1964 to FY 1978. 
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78~ 16,389 9,228 18,030 9,836 
1source: Navy Recruiting Command. 
2calender Year 1967 = 100 
~ ~Change in start of fiscal year from July 
to ·october. Advertising expenditures during 
the transitional quarter (TQ) were $3,318,000 
in current dollars and $1,964,000 in constant 
dollars. 
A:: . 
Current dollars and c9nstant dollar figures 
are not identical in 67 because expenditure 
figures are FY67 and the deflator is 100 in 
CY67. 
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end of the draft became a reality. The AVF was associated vith a dramatic 
increase in the level of the Navy's advertising effort. Although Navy 
advertising expenditures have decreased in the past several years, the cur-
rent expenditure level is still, in real terms, almost eight times the lev-
,.. el in the year of our peak involvement in Vietnam (FY 1969) and six times 
the level of the last year completely unaffected by the AVF (FY 1971). 
\ _ 
Along vith the signi.ficant increase in advertising associated with the AVF 
has come a new degree of concern about the effectiveness of these expendi-
tures. 
·The existence of the draft assured that there would be an adequate 
level of military manpower. In the late post-war period, eligible young 
males had a choice or-enlisting in one o~ the services; joining, if qual-
ified, an officers' program in any of the services; or being conscripted, 
usually into the A:rmy. The~ mission of advertising in a basically non-con-
scripting service, like the Navy, was quite simple. Navy advertising was 
used to help convince a sufficient number of draft-eligible young males to 
. .. 
choose service in the Navy over service in one of the other branches of 
the military. Given that the Navy's advertising efforts were being di-
rected to a "captive audience," i.e., to individuals who had to serve in 
one branch of the military, and that the Navy offered a significantly dif-
ferentiated aLternative, it is not surprising to find that advertising levels 
were quite modest. That this low level approach was in fact sufficient is 
suggested by the relatively slow growth of advertising expenditures during 
the. Vietnam conflict. While total active duty manpower increased 16% bet-




advertising expenditures increased only 26%. The Navy was able to increase 
its end strength by over 108,000 and still keep its advertising budget well 
below two million dollars. 3 The point here is clear: The draft, especially 
when our forces are involved in an armed conflict, significantly reduces the 
need for even a predominantly non-conscripting service like the Navy to ad-
vertise. Whatever advertising is done can be quite simple, and monitoring 
its effectiveness both because of its size and directness is not likely to 
be given high priority by the recruiting command. 
The introduction of the AVF ~ignificantly changed the role of Navy 
advertising. No longer were qualified males required to serve in the mili-
tary and no longer was their choice merely among branches of the military 
but now included the option of directly entering the civilian labor market. 
Advertising by a single service such as the Navy now had to help convince 
eligible males to choose the military, and, specifically, the Navy over 
civilian life. While advertising was tasked with only a small part of the 
new recrUiting mission, the effect on advertising expenditures was drama-
tic. 4 As was indicated above, advertising expenditures quadrupled and 
then tripled during the first two years of the transition to the AVF. This 
is particularly striking when one considers that end strength decreased in 
both years. s· 
. 3Part of this is undoubtedly due to the sheer magnitudes of the draft 
calls over this period. It is interesting to note . that. only about 2600 
men were "indirectly" drafted by the Navy during this period • 
. 
4Even in FY 74 when Naval advertising expenditures peaked and the 
AVF was formally instituted, they still represented no more than .5% of 
direct personnel costs and .1% of total Navy appropriations. 
5rn fact, in the year of maximum advertising expenditures (FY 741 
end strength was almost . 30% below the level recorded during our peak 
involvement in the Vietnam conflict (FY 69). 
-~ 
It would be tempting to conclude that advertising expenditures grew 
rapidly during the transition to the AVF because advertising proved to be 
an extremely effective recruiting device. Unfortunately, such a conclusion 
would be premature. Advertising was increased substantially during transi-
tion and the early implementation period of the AVF because it was thought 
to be an effective recruiting tool. To date, there has been very little 
analysis of the actual effectiveness of military advertising. It was pre-
cisely for this reason that the current study was undertaken. Specifically, 
our objective was to assess the effectiveness of the Navy's local and direct 
mail advertising efforts.6 
6rncluded in our analysis were LAMS, RADS, and a measure of unsoli-
cited advertising derived from the Market Facts Survey. IJUffi and RADS 
expenditures were approximately 35% of all Navy advertising expenditures 
in FY 1976. 
0 
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B. Military Advertising and the ·Enlistment Process 
Ultimately, advertising must be evaluated in terms of its effects on 
enlistments. Advertising is an input in the recruiting process and enlist-
ments, especially of so-called "high quality" individuals, are, after all, 
the "bottom line" of the Navy's entire recruiting program. 7 Policyma.kers 
at the recruiting command are interested in having the analyst answer a 
quite straightforward question: What is the impact of advertising on en-
listment rates?B 
While the question is straightforward, the analyst's task is not • 
. ~~ Recognizing that advertising is but one input in the recruiting process, 
~ ·· 
which can itself only incompletely affect enlistment rates, the analy5t is 
being asked to isolate the effect of this single, and quantitatively small, 
input on enlistment rates. 
The enlistment decision is an individual decision conditioned, in-, 
part, by the information and impressions he/she has obtained about the 
various military and civilian options. Clearly, the more effective the 
Navy's recruiting process the more likely an individual is to choose the 
Navy over his or her other options. To the extent that advertising is an 
effective recruiting device, holding all elements of the recruiting pro-
cess constant, increases in advertising should increase the likelihood of 
an individual's choosing the Navy and hence increase enlistment rates :J. 
7Higb quality here refers to academic achievement such as high school 
graduation, grade point average or type of high school curriculum. 
8The answer to this question will provide policymakers with one of 




This description of the role of advertising hints at the empirical 
problems of directly measuring its impact on enlistment rates. Holding 
all other elements or inputs into the recruiting process constant_ is a 
non-trivial task, especially in a system where there is no very close 
relationship between wages and productivity. 9 Beyond this there is, at 
present, an almost impossible data problem. Currently we do not have a 
data set available o~ a sample of the population, containing both enlis-
tees and non-enlistees, that contains enough information for a direct as-
sessment of advertising's effect on enlistment rates. 
Our approach to the problem of assessing the effectiveness of adver-
tising was twofold. First, we conducted a very limited analysis of ad-
vertising and enlistments using aggregate data. Here we attempted to 
relate advertising efforts to contract production in the various Navy Re-
cruiting Districts (NRDs). The results of this analysis were not very 
striking and reveal the problematic nature of aggregate analysis in this 
context. 10 In our second approach to this problem, we expanded the con-
ceptual framework slightly and explicitly considered the enlistment deci-
sion itself • 
. Taking a somewhat microscopic view of the enlistment decision, it 
is apparent that preceeding the actual decision there is a predisposition 
or propensity to actually make that decision. In the present case, it 
. 
9The absence of a market-determined link between military salaries 
and productivity in a specific activity limits the usefulness of total 
personnel costs as a summary measure of labor input in the recruiting 
process. 




vas assumed that the higher our measures o~ predisposition ~oward the Navy 
or ;propensity to enlist, the more likely the ind.i vi dual was to actually 
enlist. Because an accessible and not wholly unsatis~actory data set ex-
isted ~or this approach, most of our e~forts, as the text o~ this report 
reveals, were devoted to exploring. the relationship between advertising 
and various measures o~ interest in the Navy. 11 Some of these measures 
vere solely reports on intentions, e.g., "How likely is it that you would 
be serving in the Navy during the next ~ew years?" Other measures invol-
ved reports on actions taken such as, "Have you gone to see a Navy re-
cruiter?" This second question, to ·the extent that it is answered ac-
curately, gives us a revealed indicati.on o~ predisposition or propensity. 
Going to a recruiter reveals that the individual was interested enough 
in at least exploring the Navy as a career choice to take some action. 
Reports on intentions ·, while interesting, obviously cannot provide the 
same behavioral evidence on the individual's actual intensity o~ inter-
est. 12 
Cogent arguments can be made against using these propensity or in-
terest measures, even those with a behavioral element such as visits to 
liThe basic element in the data set referred to is the .semi-annual 
Military Service Study conducted by Market Facts, Inc. This study is 
hereafter referred to as the Market Facts Survey. For a discussion o~ 
this survey including its shortcomings ~or studying the ef~ect of adver-
tising on the propensity to enlist, see Section III below. 
12some interesting data on the consistency o~ reported interest 
measures appears in Table 3 o~ the Appendix. Also, as evidenced in 
Tables 11 to 18 of the Appendix, the sample structure employed in the 
l-farket Facts Survey does not appear particularly ~eli ci to us for analy-
zing certain interest variables by NRD. 
0 
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a recruiters to assess the effectiveness of advertising. It is true that 
vith our present data constraints we cannot estimate, with any degree of 
precision, the effect of our measures of interest on enlistment rates and 
hence advertising on enlistment rates.l3 Again, the argument for using 
propensity to enlist and specifically measures derived from the Market 
Facts Survey is basically pragmatic. At present the Market Facts Survey 
is the only data base comprehensive enough to permit analysis of the ad-
vertising question. Since this data base covers only those who have not 
enlisted, we are restricted to an analysis of the relationship between 
advertising and the propensity to enlist. 14 
This restriction is clearly less bothersome to those who view the 
mission of military advertising as one of getting eligible individuals 
to the recruiter and the recruiter's mission as one of actually persuading 
l3we do not find the statement on page 134 of the Youth Attitude 
Tracking Survey: Spring 1977 (t-1arket Facts, Inc.) on the "undoubted" 
·. correlation between propensity to enlist as measured by the survey 
and actual enlistment particularly persuasive. Details on some of 
our preliminary attempts to assess the relationship between several 
measures of in~erest in the Navy (propensity to enlist) and actual 
enlistment rates are given in the Appendix, Table 4 • Having only 
aggregate data for contracts limits our ability to estimate the ac-
tual relationship between propensity to enlist and enlistment. While 
the evidence in Appendix Table 4 suggests that, at the aggregate level, 
there is no relationship between contracts and interest levels as 
measured by the Market Facts Survey is disconcerting, it should not 
be taken as evidence that there is in fact no relationship between 
propensity to enlist, as measured by the survey, and actual enlist-
ment. This is still an open question and requires for investigation 
individual level data on interest levels for both enlistees and non-
enlistees. Again, see section III for a discussion of this and a 
related point on the downward bias introduced into estimates of re-
lati.onships between interest and enlistment rates by the nature of 
the sample in the Market Facts Survey. 
14For a discussion of the problems involved in using the survey 
for even this restricted question, see Section III below. 
.· 
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the individual to enlist. 15 Drawing a private sector analogy, this view 
is similar to considering that the role of General Motors national adver-
tising is to get the potential customer to the dealers' showroom and then 
it is the dealer's responsibility to actually ~P.ll the car. 
We present this study as a first attempt to actually estimate the 
relationship between advertising and the propensity to enlist. We leave 
until such time as sufficient data exists the actual estimation of the 
relationship between pr-opensity to enlist and the act of enlistment • 
. , 
15Debate over the suggestion that advertising is a recursive element 
in the recruiting system should not deter the development of a data base 
that can be used to test the effect of advertising on enlistment rates. 
This data base would enable us to test the recursive hypothesis, obtain 
unbiased estimates of the effects of advertising on propensity (see below) 
and directly estimate the effect of advertising on enlistment rates. 
•. 
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C. Advertising and the Propensity to Enlist 
In ~ormulating a testable model relating advertising to the propensity 
to enlist, we began by postulating some o~ the determinants o~ an individual's 
propensity to enlist. We hypothesized that• an individual's propensity to 
enlist was, in part, determined by his awareness and knowledge o~ the Navy, 
his attitude toward the Navy, his economic status, and certain demographic 
characteristics. 
Navy advertising itsel~ was assumed to have two conceptually distin;t"l 
I 
e~~ects on an individual. First, such advertising was hypothesized to in-
crease the individual's knowledge and awareness of the ~!ivy. Exposure to 
Navy advertising should increase an individual's knowledge about the oppor-
tunities available to him in the Navy and give him a better understanding 
of the Navy's basic mission. It should be recognized that some of this in-
crease in knowledge or awareness may have a negative effect on propensity. 
For example, precise knowledge o~ the entry wage may reduce the propensity 
to enlist by those individuals with attractive alternative opportunities. 
On balance, however, it was assumed that the increase in knowledge or 
awareness o~ the Navy would increase an individual's propensity to enlist. 
Hence, one .ef~ect o~ advertising on the propensity to enlist was assumed 
to take place through its e~fect on awareness and/or knowledge. J 
Second, it was postulated that some Navy advertising does not neces:\ 
sarily impart knowledge or increase awareness, but rather directly engen-
de~s a more positive attitude toward the military and the Navy in partic-




alleged to have on our value systems. To the extent that advertising does 
in fact mold attitudes and preferences, it will have a second effect on 
the propensity to enlist. By making an inQ.ividual more favorably disposed 
toward the Navy, advertising will indirectly influence propensity through 
its effect on attitudes. We might indicate at this point that this link 
between advertising and propensity is empirically much more tenuous than 
the link through knowledge and awareness. While advertising may in fact 
influence attitudes, the very subtlety of the effect makes empirical veri-
fication extremely difficult. 
Thus far we have not discussed the possibility of a direct effect of 
advertising on propensity. Any effect · advertising has on the propensity 
to enlist has been assumed to work through its effects on knowledge 3 aware-
ness and attitudes. In fact, in a world where perfect measurement of know-
ledge, awareness and attitudes was possible, we might not expect any size-
able direct effect of advertising on propensity. 16 Since precise and all-
inclusive measures of these theoretical variables are not possible, any 
empirical formulation of the propensity relationship should allow for a 
direct effect of advertising on the propensity to enlist. 17 This so-called 
"direct effect" of advertising on the propensity to enlist results more 
from our inability to capture advertising effects through empirical meas-
ures of knowledge, awareness and attitudes than from any underlying sep-
arate and distinct effect of advertising on propensity. 
16some small direct effect of advertising on propensity measures such 
as visiting a recruiter might ' result from a possible increase in curiosity 
caused by certain forms of advertising. 
17Tbe formal specification of the propensity or interest relationship 
including a description of all relevant variables appears in Section III. 
'V 
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III. ESTIMATING THE EFFECT OF ADVERTISING ON THE 
PROPENSITY TO ENLIST 
A. Measurement 
1. · Data Sources 
The data used in estimating the effect oi' advertising on an individual's 
interest in the Navy was obtained from three major sources: the Market Facts 
Survey, the Navy Recruiting Command and MARDAC. All of' the primary interest 
or propensity variables as well as all of' the attitude, awareness, and demo-
graphic variables were derived from the Market Facts Survey.l 8 Also obtained 
from this source was a key advertising variable (LIT) and a number of' the 
control variables. Advertising expenditures, including the local advertising 
data (LAMS and RADS) that was intensively employed in this analysis, and the 
information on canvassers was supplied by the Navy Recruiting Command. Cru-
cial data on the QNC population in each county and the concordance between 
counties and IffiDs was supplied by MARDAC. The information on Navy employ-
ees , by county, was also obtained from MARDAC. 19 
The Market Facts Survey is the term we use throughout this report to 
refer to the 1976 Military Service Study Questionnaire administered for 
the Department of' Defense by Market Facts, Inc. The survey was administer-
ed in two waves (Spring and Fall) to approximately 8500 males aged 16 to 
18The interest variable not derived from this survey was NOIC. This 
data and the information on actual enlistments or contracts per NRD was 
supplied directly to us by Professor James Arima,. Naval Postgraduate School. 
l9without the enthusiastic assistance given us by MARDAC and the Navy 
RecrUiting Command, this study could never have been accomplished. 
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21 years old who had no prior military service, were not currently in the 
military, and who were not beyond their sophomore year o~ college. 20 The 
sample ~or this survey is based on tracking areas.21 In the spring wave 
the questionnaire was administered to 200 individuals in each o~ 13 trac-
king areas, representing 65% o~ the U.S. "military available," and to 400 
individuals in the balance o~ the country. For the ~all wave 26 tracking 
areas, representing 100% o~ the U.S. "military available," were de~ined 
and the questionnaire was administered to approximately 200 individuals in 
each area. In addition .to demographic data, the in~ormation sought in the 
questionnaire included: the individual ' 's ":feelings" about the military, 
attitudes toward speci~ic services, career plans, knowledge concerning ad-
vertising slogans used by the various services, knowledge o~ starting pay 
in the military, contacts with recruiters, requests ~or and receipt o~ 
in~ormation about the military, perceptions o~ civilian employment oppor-
tunities and a number o~ questions on the extent o~ discussion o~ enlist-
ment plans with ~riends and ~amily. 22 
20Tbe survey employed telephone interviewing and respondents were 
s"elected by random digit dialing. 
· 21For a d~tailed discussion o~ the tracking area concept and the 
questionnaire itsel~, see Youth Attitude Tracking Stud~: Spring 1976 and 
Fall 1976, Market Facts, Inc., Chicago. 
22selected data ~rom the Market Facts Survey is given in Appendix 
Tables 11 to 18 
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2. Measuring Interest in the Navy 
The Market Facts Survey contains a number of measures of an individual's 
interest in a career in. the Navy. Unfortunately~ the survey lacks· coherence 
in time and hence there are timing problems in our analysis. For example, 
we can determine whether an individual has ever seen a recruiter, but we can-
not date this event precisely or determine other contemporaneous particulars 
. . 
such as that individual's attitude or job opportunities. We might also find 
that while a person expresses interest in the Navy, he might not yet have had 
an opportunity to enlist or perhaps even visit a recruiter. 
No single indicator could be immune from cogent criticism, or illumi-
nate the subtleties of the process to be studied. Hence, rather than focus-
ing narrowly on a single measure of interest, we chose to carry on parallel 
inquiries using several indicators. Specifically, we initially chose as 
measures: a self-initiated visit to a Navy recruiter (CNV), any contact 
with a Navy recruiter (ANYCNV), definite or probable interest in navy active 
duty service (DFPR), and definite i~terest in Navy active duty service (INVM). 
Each of these variables is discussed in detail in the Glossary. The 
relevant questions from the Market Facts Survey upon which these variables 
are based are given in the Appendix, as well as several tables indicating 
the numbers of-individuals manifesting the particular types of interest 
by_ NRD .(Appendix Tables 11 to 18) • 
. Inspection of those tables reveals that interest in Navy active duty 
is n~t widespread. Less than two percent of the fall sample were definitely 
interested in Navy active duty (INVM). This la~k of response discouraged us 
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from extensive use of INVM. 23 Also, ANYCNV, while indicating relatively 
widespread interest, suffers from the fact that individuals may not have 
had any active role in the recruiter contact. While we include an analy-
sis of ANYCNV, CNV and DFPR provide the most useful measure of interest 
and we will concentrate most of the exposition in subsequent sections on 
them. 
A reiteration of the cautions mentioned earlier in this section 
seems in order. Probably interested in NavY active duty is a relatively 
ambiguous measure of interest and so the variable DFPR may assign the 
same value to individuals with greatly disparate intensities of interest. 
CNV is an attractive measure because the individual has taken some inde-
pendent action toward enlistment. However, as Appendix Table 3 indicates, 
a substantial number of individuals with a self-initiated visit to a re-
cruiter are not even probably interested in Navy active duty. This ref-
lects two , problems: First, there is the timing problem in that current 
attitudes may be unrelated to previous acts. Second, the Market Facts 
Survey technique systematically excludes individuals who have enlisted, 
thereby underrepresenting those individuals who were very interested, 
perhaps as a result of advertising. These problems contaminate all in-
terest measures, but their symptoms are more obvious in CNV. 
2~is is likely to also be caused by a shortcoming in the design 






This unfortunate survey design has the effect of introducing a downward 
bias of undetermined magnitude in the coefficients measuring the· effect of 
advertising on interest. As an extreme example, particularly effective, 
area specific advertising might deplete completely the supply of interested 
individuals by raising their interest level and inducing their enlistment. 
All such individuals would escape the fine mesh net of the Market Facts Sur-
vey. Analysis of the particular campaign would indicate no effect of ad-







3. Measuring the Level of Advertising 
Each branch of the military has both national and regional advertising 
campaigns which highlight their unique career opportunities, programs and 
missions. A comprehensive analysis of the effectiveness of military adver-
tising would have to explore the interaction between different branches, 
national and regional advertising and cover a sufficiently long time period 
to include different levels or media mixes of national advertising samples. 
The comprehensive data available to us covers slightly more than one year 
and is limited to Navy and combined military advertising efforts.24 There-
fore, the analysis undertaken here is limited in that we cannot determine 
the degree to which other services' advertising may reinforce or undermine 
Navy advertising nor can we determine the relative efficiency of Navy na-
tional versus regional advertising. 
We are left able to address several questions about Navy advertising: 
Do direct mail advertising campaigns aimed at reaching eligible individuals 
have the desired effect; does the density of recruiters or the presence of 
Navy establishments act as a kind of regional advertising; does an active 
recruiter who aggressively establishes contacts with candidates increase 
interest; does local advertising have an effect on interest? 
.we named the variable created to represent the first type of adver-
tising effect LIT. This variable is de::'ined in the Glossary and deals 
· 
24Tbe advertising measure referred to below in the text as LIT 
is a measure of unsolicited direct mail advertising by all services. 
·. 
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with the receipt of unsolicited advertising literature . Tvo comments are 
in order. First, the Market Facts Survey does not allow us to di:f'feren-
tiate unsolicited literature sent by the Navy from that sent by other 
branches. Second, while several cross tabulations were done to check 
that receipt of the literature was not the consequence of some mechanical 
relationship involving a manifestation of interest such as taking a mil-
itary aptitude test, it is impossible, given the structure of the Market 
Facts Survey, to determine if the ability to recall receipt of unsolicited 
literature might not, in itself, be a consequence of interest. 
PCCAN was constructed to proxy for the possible advertising role of 
canvassers. This measure has the same values in each NRD for the spring 
and fall sample. Although this was dictated by data limitations, this 
variable itself is relatively stable and so its constancy over a short 
time period presents no practical problems. This variable is discussed 
in detail ,in the Glossary. 
The variable EFCN was developed to match the third advertising type. 
However, calling the behavior by recruiters advertising is somewhat forced. 
We have made limited use of this variable to avoid generating some possibly· 
spurious results. In particular, we have not used the EFCN in models 
where CNV or ANYCNV are the dependent variables, since EFCN is constructed 
from those variables. 
PCLAM and PCRAD were used as measures of local advertising.. These 
variables are defined for a NRD and change through time. However, that 
change was engendered by judicious use of FY 1976, TQ, and QI FY 1977 
budget data. There was less room for maneuver in PCRAD and that variable 
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consequently has less variation through time than PCL.AH. Again, both 






4. Measuring Attitudes About the Navy · 
The Market Facts Survey contains a series of questions on goals and 
values and solicits, as well, measures of their importance from each in-
dividual. This collection of questions provides the raw material for 
measures of attitudes about Navy active duty. A number of variations 
were initially devised with a weigbted attitude score, WSCOR, the ulti-
. ' 
mate choice for purposes of analysis. This variable is discussed in the 
Glossary as is one reasonable alternative, the unweighted atti-
tude score, USCOR. The preliminary empirical results were the same re-






5. Measuring Awareness of the Navy_ 
As ve discussed above, one of the determinants o:f an inaividual's 
propensity to enlist vill be his "awareness" of the Navy. That is, pro-
pensity to enlist vill depend on exactly how much an individual knows 
about the Navy. Using the Market Facts Survey, several imperfect meas~ 
ures of an individual's "state of Naval knowledge" were developed.25 
One measure, NVAW, uses as an indicator of knowledge the number of 
Navy advertising slogans that were correctly identified by the individ-
ual.26 This might be viewed as a proxy both :for the individual's know-
ledge of, or at l_east willingness to learn about, the Navy's basic mis-
sion and his knowledge o:f the Navy as a career option. While the inter-
pretation of the variable is strained, it was one of the very :few ele-
ments in the Market Facts Survey that provides any information on the 
individual ~ s specific knowledge of the Navy. 
A second measure, ESTS, uses the individual's estimate o:f military 
starting pay as an indicator of awareness. This in intended to reveal 
the individual's specific or factual knowledge concerning the Navy as 
a career option. Since all of the services use the same pay scale, this 
is an imperfect measure of specific knowledge about Navy career oppor-
tunities • 
. 2Snetailed descriptions of these measures (NVAW, ESTS and NVPLEST) 
appear the Glossary provided in the Appendix. · 
·
26obviously, controlling for ability and interest, this variable 
may also provide information of the effectiveness of Navy advertising in 




Finally-, we added NVAW and ESTS together to create a third awareness 
measure, NVPLEST. This measure is used in most of the analysis described 
· . ' below, since it is a somewhat more · comprehensive index of awareness than 
either of its components. Details of the construction of this variable 





6. Measuring External In~luences 
In order to estimate the influence of advertising, awareness and 
attitude on interest in the Navy, it was necessary to control ~or a number 
o~ possible external ~actors. The external factors we considered poten-
tially relevant were divided into two groups: 1) demographic or economic 
characteristics o~ the respondents, and 2) pure sample controls. 
The demographic characteristics we eonsidered in addition to age 
(AGE), were whether an individual was: 1) nonwhite (NW), 2) married (MAR), 
3) in school (INSH), 4) the son of a college graduate ~ather (CGRF), 5) 
academically pro~icient (QUAL), 6) employed full time (FEMP), and 7) con-
vinced a ~ull time job was difficult to obtain (FDIFF). 
As control variables we considered: 1) the interview wave {WAVE), 
2) the number of civilian Navy employees in the NRD . (PCCIV), 3) the Naval 
Recruiting Region (REGl, REG3, REG4, REG5, REG7, REG8), and 4) whether 
the individual had a brother in the military {BRM). 27 
27BRM is sometimes included as a demographic characteristic. 
.. 
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B. Causal Chain Models 
This is the ~irst o~ two alternative ways o~ analyzing the data. 
The causal chain model incorporates the hypothesis on the role o~ adver-
tising in determining interest, awareness and attitudes discussed in the 
previous section. This model imposes more structure on the process and, 
as a consequence, produces a richer empirical story than the more straight-
~orward reduced ~orm model presented in the next section. Thus, it is 
important to understand the implications o~ the imposed structure and the 
ways in which implicit and explicit assumptions are being used to eliminate 
some o~ the data's limitations and ambiguities. 
Diagrams 1 and 2 and Table 2 reveal some o~ the imposed structure. 
Turning ~irst to Diagram 1, one notices arrows emanating ~rom a group o~ 
variables labelled exogenous variables. These are LIT, PCL.AH, PCRAD, EFCN, 
demographic and control variables, and are assumed to be set by decisions 
or conditions external to the process being studied. No ~eedback to these 
. exogenous variables ~rom other parts o~ the system o~ relationships is al-
lowed, by assumption. This disposes o~ some of the problems discussed 
when LIT was introduced above because levels of interest or attitude are 
presumed to have no role in determining whether a person received and/or 
Tecalled receiving unsolicited literature (LIT). 
One hierarchy among these exogenous variables is explored in this 
analysis and re~erred to as Stage 1 in Diagram 2. This relationship is 
'· 
~ls~ .shown by .Arrow a to .LIT in Diagram 1 and as the ~irst estimated re-
~ * •• 













i ·t is determined by the advertising ef'i'orts of' all services 5 including the 
Navy, In order to determine the total ei'fect of' Navy advertising efforts 
on attitude 5 awareness and, finally, interest, it i.s necessary to determine 
both their direct e~f'ect and indirect effect as they operate through LIT. 
. . 
,. 
CAUSAL CHAIN MODEL 
Dependent Variable Independent Variables 
STAGE 1 LIT (General Advertising, 
(Unsolicited . Demographics, Controls) 
Advertising) 
STAGE 2 WSCOR LIT (General Advertising, . 
(Attitude) Demographics, Controls) 
STAGE 3 NVPLEST WSCOR, LIT (General Advertising, I 
(Awareness) Demographics, Controls) w 0 I 
STAGE 4 erN NVPLEST, 'WSCOR, LIT (General Advertising, 
















































Causal Chairi Model: 6000 Observations1 
.: 
WSCOR2 HVPlEST3 . CHV DFPR AHYCHV 
+.053 (1.87) +.923 (6.81) +.321 (2.57) +1.48 (16.2 
-1.48 (1.49) 
--
+. 8 38 ( 1,. 9 0) -.618 (1.79) +.265 (.881 
+43.3 ( 1.36) +12.3 (.526) +46.5 (2.19 : 
+2.71 (8 . 03) +.046 (1.50) 
-.500 (1.80) -.056 (2.29) -.082 (.504) +.564 (5.58) -. 128 ( 1 • 17 : 
-.520 (2.52) 
-- --·· 
-.072 (.603) -.269 (3.09) +.029 (.369 : 
-.679 (2.70) 
--
+.258 (1.83) -.207 (1.87) +.107 (1.14 : 
-.777 (3.70) +.106 (5.02) -.348 (2.16) -.442 (3.17) +.149 (1.32 : 
-. I 16 ( 1 . 28 > -- +.169 (3.28) -.204 (4.76) +.078 (2.18 : 
-.347 (1.77> -.139 (.881> +.196 (1.36 : 
+.056 (2.26) -.109 ( . 569) +.218 (1.24) -.400 (2.79 : 
-.902 (4.49) -.202 (11.2) 
-.401 (1.60) 
-.450 (1.36) 
X +.018 (15.5) +.053 (9.81) +.078 (18.4) +.051 C12.4l 
X X +.256 (3.57) +.179 (3.21) +.181 (3.61J 
+6.52 +.523 -2. 18 -1 .49 +.365 
Attitude Awareness Interest Interest Interest 
Least Squarcl!l Least Squares Log it Log it log It 
~ha estimated coefficient appaar!l flr!lt followed in parenthe!lis by that coefficient divided by its estimated 
~tandard error. 
lhe R square in the regre!lsion wa!l .020 with a corresponding F !Statistic of 13.69 and degrees of freedom (9,5990). 
Other candidate variables in tha stepwise procedure where the Type I error was !let at .20 t~erez Adverti!ling- LIT, 
~CLAM, PCRAD, PCCAN, ?CCIVJ Demographic - lHSH, MAR, FEMP, AGE, BRM, FDIFFJ Control - REG3, REG4, REG7. ~heR square in the regression was .069 with a corresponding F statistic of 63.42 and degrees of freedom (7,5992). 
Other candidate variables in the stept~ise procedure with the Type I error set at .2 were: Advertising- PCRAD, 
PCLAM, PCCAN; Demographic - IHSH, CGRF, QUAL, MAR, AGE, FDIFF, and BRM. Ho regional controls were used !linea 
regional differences seemed improbable, A Priori. 
·. 
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The estimate of the LIT relationship, the ~irst stage of the causal chain 
model. is presented in column 1 o~ Table 2.2a, 29, 30 
The most significant variable is HSGR, a variable which is one if 
the individual is a high school graduate and zero otherwise. That· vari-
able, in combination with the negative coefficient for MAR, reflects the 
way in which mailing lists for literature are generated. The most il-
lumdnating significant coefficient is on PCLAM. The higher the per cap-
ita _local advertising management budget, the more likely an individual 
if to recc·ive unsolicited literature. This is not an unexpected result 
when one considers that local advert~sing funds may be used for special 
distribution and mailing programs.31 
28~e functional form of this probability is exp(~'!)/(1 + exp(~'~)) 
where X is a vector of explanatory variables and B is a vector of unknown 
parameters to be estimated. The vector ~ in the 6urrent application con-
tains PCLAM, PCCAN, NW, HSGR, MAR and 1 (constant). The corresponding 
estimated B's are given in the Table. Frequent use of this technique is 
made in the rest of this analysis and will be referred to generically as 
LOGIT models. 
29The sample size of 6000 was dictated by software constraints en-
countered in manipulating the data set. All available sample points from 
the spr~ng survey (2998) were l;lSed, 'plus a random sample of 3002 observa-
tions from the f'all survey·. 
301.faximum likelihood estimates of an underlying binomial model are 
given where the cumulative logistic distribution is used to represent 
the probability that an individual would receive unsolicited advertising 
literature. The variables included in the LOGIT model were chosen on 
the basis of meeting the loose tolerance criteria of a Type I error of 
.2 in a stepwise least squares regression which appears in Appendix 
Table 5. 
31The other advertising variable is PCCAN and .has a statistically 
insignificant coefficient. The large magnitude of its coefficient ref-
lects the fact that none of the explanatory variables has been scaled 
and does not necessarily reflect a large influence of PCCAN on the de-
pendent variable. While we can speculate that the sign of the coeffi-
cient is a manifestation of different strategies f'or recruiting adopted 
in di~ferent Nav.y recruiting districts, its statistical insignificance 
makes an elaborate discussion unwarranted. 
·, 
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The second stage in the causal chain model (Stage 2 in Diagram 2) 
is the determination of attitude. Again, the ·exogenous variables may af-
feet attitude, but awareness and interest are affected by attitude and 
not conversely. The estimated relationship between the individual's at-
titude and the corresponding exogenous variables is given in column 2 of 
Table 2 and represented in the diagram by Arrow b. The only statistically 
significant advertising variable is EFCN. 32 Its effect is predictable in 
that it is not surprising that an effort on the part of a recruiter to 
visit a candidate produce~ the desired effect on attitude. The estimated 
coefficients on the included demographic characteristics all indicate 
that attitude toward the Navy is relatively low among minorities and high 
quality individuals (HSGR, QUAL and CGRF). 
The third stage in the causal chain model (Stage 3 in Diagram 2) 
takes awareness, as measured by NVPLEST, to be determined by exogenous 
factors and attitudes but not conversely. This is indicated by Arrows 
c and d and the estimated model is given in column 5 of Table 2 • . Atti-
tude (WSCOR) is the strongest single variable • . WAVE is significant 
primarily because the slogan campaigns are much more transparently as-
sociated with the Navy in the fall sa.mple.3 3 The advertising variable 
32Note that PCLAM has a negative though insignificant effect on 
· attitude. This is likely to be an artifact produced by the problems in 
the design of the sample discussed above. High PCLAM expenditures may 
increase the score given to the Navy in the entire population; however, 
we have only sampled those who have not yet had the opportunity to enlist 
or who have subsequently chosen against enlistment in the Navy. Similarly, 
the absence of a re~at~onship between attitude and other advertising 
measures may result from the Market Facts Survey sample problem4 
33Both slogan questions in the fall sample use the word adventure. 
· .. 
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vhich enters is LIT and, since unsolicited literature o~ten contains slo-
gans, works as predicted. 34 The demographic variables HSGR and FEMP work 
as expected. A high school graduate individual is older and presumably 
has been exposed to slogans longer and perhaps at a higher rate in the 
recent past than non high school graduates. Similarly, a person employed 
fUll time will be likely to be exposed to less advertising, in general, 
than other similarly aged candidates. 35 The negative coe~~icient on the 
. . 
variable NW (nonwhite) may be caused by that variable acting as a surro-
gate ~or socioeconomic ~actors associated with lower levels o~ exposure 
to national or outdoor advertising campaigns which generally emphasize 
slogans. 
The ~inal stage o~ the causal chain model (Stage 4, Diagram 2) 
treats interest, CNV, DFPR, and ANYCNV, as a ~unction o~ advertising and 
other exogenous ~actors, attitude and awareness.36 As be~ore, t~e variable 
determined at a later stage bas no e~~ect on variables previously deter-
mined or on the. exogen~us varia~les. 37 This scenario is represented in 
. .. .. . 
. ·
34The advertising variable EFCN works in the hypothesized direction 
but is statistically insigni~icant. 
35Recall that FEMP is 1 i~ the individual is employed ~ull time, 
and 2 otherwise, so the positive coe~~icient means a positive e~~ect o~ 
unemployment. 
36As discussed above, advertising measures are introduced directly 
into the interest relationship because o~ an inability to construct per-
~ect empirical counterparts to the theoretical concepts of attitude, know-
ledge and awareness. · 
37The term previously determined or predetermined variables is 
o~ten used to re~er to variables which have their values set at some 
earlier stage of the process being studied and can subsequently be 




the diagram by Arrows e, f and g. All the coefficients presented in col-
umns 4 to 6 ·are for estimated LOGIT models. 3S 
The qualitative results for attitude and awareness are independent 
of the measure of interest selected. Atti.tude is clearly the strongest 
variable in terms of statistical significance. Its effect is always in 
the correct direction. Awareness works j_n a similar fashion although it 
is not quite as strong as attitude • 
. ' 
The advertising variables perform less consistently. As we will 
point out, those inconsistencies provide insights into the deficiencies 
9f the .Market Facts Survey for its intended purpose. First, however, 
note that the variables LIT and PCCM1 operate in the supposed direction • 
Both act to increase interest in the Navy as measured by any of the 
three interest variables. The variable LIT is always significant while 
PCCAN is significant only for ANYCNV. 39 The behavior of PCLAM requires 
special attention. 
The variable PCLAM has the anticipated effect on CNV: high levels 
appear to increase self-initiated traffic at the recruiter's office. 
Yet those same levels appear to have the opposite effect on DFPR, de-
creasing the probability that an individual will be definitely or prob-
ably interested in a career in the Navy. The reasons for such perverse 
38The variables to be included were determined by results of a 
parallel stepwise least squares regression with a tolerance for Type I 
erro~ of .2. Any variable meeting this criteria for any of the three 
measures of interest was included in the LOGIT models. See Appendix 
Table 5. 
39The relative strength of PCCAN used with ANYCNV is, perhaps, 
a consequence of the definition of that dependent variable since non 





behavior can once again ·be i'ound in the timing and sampling problems in 
the Market Facts survey. Concentrating on those vho had a self-initiated 
visit to a recruiter (CNV = YES), ve see in Appendix Table 3 that less 
than 25% vere interested in a career in the Navy (DFPR = YES) at the time 
of their interview. Did these individuals inadvertently wander into a 
Navy recruiter's office? Clearly, they vere interested at one time, as 
vere other members of their cohort. However, those vho were interested 
enough to enlist are the hidden sample which the Market Facts Survey 
systematically excludes. It is unlikely that the variable PCLAM could 
have the desired effect on recruiter traffic and work perversely on in-
terest as measured by DFPR. This perversity most probably is a result 
of the Market Facts sampling technique, not the variable PCLAM. 
The demographic variables display some variety in effect across 
interest measures. Restricting our attention to CNV and DFPR, ve see 
that individuals with a high school diploma or good grades tend to be 
less interested in the Navy. Also, as an individual ages he may have 
seen a recruiter but also becomes less disposed toward the Navy. On the 
other band, nonwhites appear more interested as measured by DFPR but 
they do not visit a recruiter more often than do whites. Being in 
school makes it harder for an individual to visit a recruiter and hence 
the negative effect on INSH on CNV. 40 
40Tbe only anomaly is the strong, counterintuitive coefficient 
on FEMP in the estimated LOGIT model for .ANYCNV. This could be caused 
by havi·ng recruiters visit industry or union groups as part of their 
recruitment programs. Recall that FEMP is 2 if the individual is un-
employed and 1 otherwise. 
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C. Reduced Form f-1odels 
The objective of this study is to explore the relationship between 
advertising and interest. We saw in the preceeding section that, by and 
large, advertising appears to have the desired effect on interest. The 
causal chain model uses a formal structure and yields, in return, ·an in-
teresting model of interrelationships. In this section we shed most of 
this formal structure an~ try to appraise the direct effect of advertis-
' 
ing on interest, cutting through the veil of attitude and EWareness. The 
main assumption which we require for consistent estimation of these re-
duced form models is that our exogenous variables by truJ.y exogenous --
i.e., determined outside the process.41 The results of the estimated 
LOGIT models are given in Table 3.42 
The stability in the estimated coefficients for variables included 
in the foUrth stage of the causal chain models and these reduced form mo-
dels is remarkable. The differences in the magnitude of the coefficients 
are generally trivial. Hence, little discussion of the reduced form re-
sults is warranted. Note that although PCRAD is included here and 
41Agai.n, t.hat condition rray be problematic for LIT. This is par-
. ticuJ.arly the case when ANYCNV is the measure of interest. 
42Tbe variables were selected as in the previous model: a prelimi-
nary stepwise regress ion was done using each measure of interest as a 
.dependent variable. The final list includes variables which meet the 
rather loose selection criteria (.2) in any of the three estimated mo-





























REDUCED FORMS MODEL 
6000 OBSERVATIONS 1 
CNV .DFPR 
+.935 (7.03) +.344 (2.90) 
+.657 (1.51) -.778 (2.35) 
+.123 (.924) +.065 (.655) 
+48.3 (1.53) +14.9 (.667) 
-.114 (.716) +.463 (4.86) 
+.179 (1.30) -.264 (2.49) 
-.117 (. 998) -.309 (3.72) 
-.317 (2.01) -.416 (3.16) 
-.319 (1. 65) -.132 (.878) 
+.150 (2.96) -.205 ( 5 ~ 0 2) 








+.137 ( 1. 52) 
+50.6 ( 2. 4 2) 
-.155 (1.45) 
+.051 (. 550) 








1 The estimated coefficient appears first followed in parenthesis by the 
absolu~e value of that coefficient -divided by its estimated standard error. 
·, 
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works in the hypothesized direction, it is not significant in any of the 
interest relationships. Again, LIT is the co.nsistent performer while 
PCCAN works in the correct direction but is insignificant except when 
ANYCNV is the measure of interest. The variable PCLAM acts as described 







D. Models for High Quality Candidates 
Certain subgroups of the population of qualified male candidates are 
particularly attractive targets for Navy recruitment. One such group is 
. 
what we refer to as high quality candidates (QUAL= 1). We have seen that 
this demographic characteristic and others -- such as CGRF, INSH and HSGR --
associated with trainability and potential, generally have a negative effect 
on atti~ude, awareness and interest. This does not imply, however, that a 
high quality candidate cannot become interested or :favorably disposed to-
ward the Navy, but only that his initial level of interest is lower -than 
.that of other individuals. 
Consequently~ we decided that the effect of advertising on high 
quality individuals deserved special attention. We created a sample con-
taining every high quality individual in either the spring or fall survey. 
This generated 4325 observations which~o:f course.exceeds. the number of high 
quality candidates in our random sample of 6000. '\ole then reestimated the 
interest stage of the causal chain model and the reduced form models. 43 
The empirical results for the high quality individuals are quali-
tatively similar to those obtained for the entire sample. This is to be 
expected since high quality individuals account for approximately half of 
·that sample. 44 
43Tbe selection of variables was done with two sets of stepwise 
least ·squares regressions. The criteria was again a Type I error of .2 
and all variables significant in any reduced form· analogue were included 
in the LOGIT reduced form model. 
44However, the contrast. between the estimated coefficients :fer 






CAUSAL CHAIN AND REDUCED FORM MODELS : 
HIGH QUALITY INDIVIDUALS: 4325 OBSERVATIONS! 
Dependent . CNV DFPR 
Variable 




LIT +.790 (4.77) +.774 (4.76) +.415 (2.78) +.387 (2.69) 
PC LAM +.905 (1.65) +.614 (1.13) -.509 (1.10) -.799 (1.78) 
PCCAN -.429 (.011) +19.5 (.520) +40.6 (1.39) +56.9 (2.04) 
.. 
Damograph\c 
NW -.008 (.037) -. 070 (. 337) +.509 (3.68) +.417 (3.17) 
CGRF +.085 (.565) +.020 (.138) -.287 (2.39) -.342 (2.96) 
HSGR -.229 (1.07) -.241 (1.15) -.624 (3.35) -.534 (3.02) 
AGE +.215 (3.13) +.192 (3.00) -.118 (1.97) -.151 (2.73) 









WSCOR +.059 (9.05) 
--
+.074 (14.0) 




Constant -2.47 -2.07 
-' • 41 -1.12 
Dependent vartabla Interest Intarest Interest Interest 
typo 
Estimation log it log it log it logH 
Technique 
1Tha estimated coafffclant appears ffrst followed In paranthasis by the absolute 
value of that coefficient divided by Its estimafed standard error. 
AHYCHV 
Causal Chain Reduced Form 
+1.47 (13.9) +1.41 03.7) 
+.375 (1.02) +.168 (,466) 
+33.4 (1.35) +47.1 (1.96) 
-.048 (.355) -.096 (.725) 
+.041 (.415) -.018 (.188) 
+.163 (1.16) +.194 (1.43) 

















Turning first to the LOGIT models for the fourth stage of the causal 
chain model, we note that both the magnitude and level of significance of 
WSCOR are virtually unchanged. Awareness tends to have a somewhat lower and 
statistically less significant coefficient. The advertising variables work 
in about the same way for the high quality sample as for the sample of all 
individuals. Note, also, that while PCL.AM is statistically significant and 
works in the correct direction when CNV is used as the measure of interest, 
it continues its checkered performance by operating in the wrong direction 
when DFPR is the measure of interest. The demographic variables operate 
more or less as before. 
T.he estimated reduced fore LOGIT models are again similar .to the 
corresponding causal chain model. Hence, the reduced form coefficients 
for high quality individuals are quite similar to the reduced form models 
estimated for the sample of 6000. 
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E. Summary and Interpretation of Findings 
We have found evidence of a number of significant influences of ad-
vertising on interest in active duty Navy service. We have also found that 
measured levels of attitude and awareness are important in determining an 
individual's interest. Since ve have employed a variety of estimation tech-
niques and 5 in additipn 5 have done no scaling of the various exogenous and 
predetermined variables, direct comparison of the magnitude of the coeffi-
cients is pointless. 
Given the disparity of functional forms involved, we nse point elas-
ticities to bring into focus and summarize the results of the preceeding 
three sections. Elasticity calculations are quite common in economics. 
An intuitive interpretation of a point elasticity is that it measures the 
percentage change in the dependent variable, i.e., CNV, due to a 1% change 
in a specific independent variable 5 i.e., LIT. 45 
The point elasticities for advertising 5 attitude and avareness 
based on the causal chain and reduced form models are presented in Table 5. 
Under each measure of interest appears a row indicating the estimated model 
employed followed in the next row by the type of elasticity. Two words 
45Formally, a point elasticity at the point (x , y ) of a function 0 0 F(~, y) is defined to be: 
aF X 
ax F(x, y) 
xo, Yo 
The point at which the elasticity is evaluated (x0 , y0 ) is usually chosen 
to be the sample means (i, y). 
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appear in that row: direct and total. Direct is used only in combination 
with the causal chain models. It pertains only to the e~~ect that the 
variable with respect to which the elasticity is being calculated has on 
the measures o~ interest in the ~ourth stage o~ the causal chain model. 46 
The total column gives the direct e~~ect plus any derivative e~~ects 
associated with the i~luence o~ the variable in question on other parts 
o~ the estimated models.47 The di~~erences between the direct and total 
columns are small ex~ept ~or those associated with PCLAM. Recall that 
PCLAM had a strong and statistically signi~icant in~luence on LIT. Al-
though PCLAM has a positive direct in~luence on CNV, a negative direct 
e~~ect on DFPR and an insigni~icant e~~ect on ANYCUV, it always has a 
derivative positive in~luence through LIT • 
. The most striking aspect of Table 5 is the magnitude o~ the elas-
ticities ~or LIT. It appears to be a more power~ul determinant o~ in-
46 For example, LIT has a statistically signi~icant coe~~icient in 
the fourth stage of the causal chain model ~or CNV (column 4 of Table 2) 
and so the value 1.65, the calculated point elasticity, is entered in 
column 1 of Table 5. On the other hand, PCCAN has an insigni~icant co-
e~~icient in the same model and hence is given no value in the direct 
column. 
. 
47Consider again the ~irst example used in the preceeding ~ootnore. 
LIT's direct elasticity is 1.65. However, LIT has a statistically sig-
ni~icant ef~ect on awareness (NVPLEST) in stage three o~ the causal chain 
model. Awareness, in turn, has a statistically signi~icant ef~ect on 
CNV in the fourth stage o~ the causal c~ain model. So the total elasti-
city for LIT on CNV is 1.654 + (.183) x (.133) = 1.678 where .133 is the 
direct e~~ect o~ NVPLEST on CNV in the ~ourth stage and .183 is found 
in Appendix Table 7 as the elasticity o~ NVPLEST with respect to LIT 
based on calculations ~rom the third stage of the causal chain model. 
~ . 
~ 0 .· 
TABLE 5 
POINT ELASTICITY ESTIMATES: 
6e~A OBSERVATIONS 1 
Measure of CNV DFPR ANYCNV 
Interest: 
Model: causal Reduced Causal Reduced Causal Reduced 
Chain Form Chain Form - Chain Form 





LIT 1.65 1.68 1.66 .543 .560 .571 2.4A 2. 4 2 2.33 ~ \.11 
PC LAM .209 .409 .208 -.139 -.069 -.101 
--
.303 .291 I 
PC CAN 
-- -- -- -- -- --




-- -- .019 -- -- .012 
Attitude 
Variable: 
WSCOR .251 • 27 3 
--
.350 .364 -- .229 .234 
Awareness 
Variable: 
NVPLEST .133 .133 
--
.088 .088 -- .085 .085 
1All elastic1ty calculations are based on estimated coefficients 
which are significant at a Type I error level of ten percent. 
-v 
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terest than either attitude or awareness, at least at the margin.48 One 
other noteworthy aspect of this table is that total elasticities calculated 
£or the advertising variables calculated from either the reduced form or 
causal chain models are quite similar.49 This is especially striking for 
our unsolicited advertising variable, LIT •• 
Table 6 gives the same type of solutions for the causal chain and 
reduced form models estimated for high quality individuals (Table 3). 
The differences between Tables 5 and 6 are not substantial. The only 
point worth noting is that CNV appears somewhat less sensitive to LIT 
while DFPR appears more sensitive. 
Since LIT appears to be the strongest advertising variable, a final 
set of calculations was done to determine the limits of its potential in-
fluence. This was accomplished by predicting the interest levels associ-
ated with a saturation campaign, i.e. sending unsolicited advertising lit-
erature to all QMCs.SO These calculations appear in Table 7 and are based 
48The large direct effect of the advertising variable in the causal 
chain model indicates the problems of constructing empirical counterparts 
to attitude and awareness. 
49Appendix Table 8 repeats the calculation in Table 5 evaluating 
the elasticities at the sample means for nonwhite individuals. These 
values are not very different for those calculated for the sample as 
a whole. 
. SOrt is generally not good practice to use an estimated model to 
predict the consequences of levels of explanatory variables not common 
to the sample used for estimation. While a saturation campaign is not 
represented in our sample, the above general rule would apply only if 
those receiving the unsolicited literature in our sample were unrepre-
sentative of the sample population. 
4 
TABLE 6 
POINT ELASTICITY ESTIMATES: 
HIGH QUALITY INDIVIDUALSl 
Measure of CNV DFPR ANYCNV 
Interest: 
.. 
Model~ Causal Reduced Causal Reduced causal Reduced 
Chain Form Chain Form Chain Form 
--





1.41 1.43 1. 37 .734 2.25 :::-LIT .714 .656 2.38 2.39 ~ I PC LAM .214 .390 .169 
--
.087 -.098 .079 .295 .277 
PC CAN -- -- -- -- -- .478 . -- .373 
EFCN 
--







WSCOR ·• 271 .287 
--





NVPLEST .1A4 .104 -- .113 .113 -- .~93 .~93 
lAll-eiasticlty calculations are · based on estimated coefficients 
which are significant at a Type I error level of ten percent. 
•' 
(' •J. j. ~ 0 
TABLE 7 
POTENTIAL EFFECTIVENESS OF A SATURATION CAMPAIGN 
OF UNSOLICITED LITERATURE (LIT) ON INTEREST (CNV AND DFPR) 
Predicted 
Level of Percentage 
Current Level Current Level Interest Given Increase 
of Distribution of Interest Saturation in Interest 
All Individuals 
(Sample of 6000) 
I 
.t::" 
CNV .118 .0597 .1201 . 101% cr 
DFPR .118 .1295 .1662 28% 
High Quality 
Individuals 
(Sample of 4 325) 
CNV .123 .0569 .10 ,_, 80% 
DFPR .123 




on reduced form models. While the magnitude of the changes in either 
measure of interest is substantial, it is no"t as large as those which 
might have been anticipated from the point elasticities in Tables 5 and 
6. 51 For marginal or small changes in advertising practices and/or 
funding levels, the point elasticities shown in Table 5 will provide 
estimates on the magnitude of the effects generated by these actions. 
Assessing the effects on interest measures of large sc~e changes in 
advertising practices and/or funding levels will require more informa-
tion than is provided by point elasticities •. In the case of LIT, we 
have attempted to demonstrate how our estimated model can be used to 
provide information on the effects of a major change in advertising 
strategy. 
51For example, simply multiplying the percentage change in LIT 
i~plied by a saturation campaign (747%0 times, say, the point elas-
ticity for CNV (1.68) would imply a change in CNV of 1255% or a pre-
























This variable is the individual's age minus 
15 and so takes on integer values in .the 
range 1 to 6. 
(Question 1) 
1 if there has been any contact between the 
individual and a Navy recruiter: 0 otherwise. 
(Question 2) 
1 if the individual has a brother who is now 
or has served in the military: 0 otherwise. 
(Question 3") 
1 if the individual's father is a college 
graduate: B otherwise. 
(Question 4) 
This variable is 1 if contact with a 
recruiter was initiated by the individual: 
0 otherwise. 
(Ques.tion 2) 
Enlistment contracts signed for each NRD 
in QIV F76 and FYTQ divided by the QMC. 
Same as CPCTOT except variable is for 
FYTQ only. 
1 if the individual is definitely or 
probably interested in Navy active duty: 
0 otherwise. 
(Question 5) 
*The Market Facts Survey questions appear 
in another part of the Appendix. When 
appropriate, a question number is given 
below the definition so the source 














This variable is 1 if an individual has 
had contact with a Navy recruiter which 
was initiated by the recruiter; e otherwise. 
(Question 2) 
1 if the individual placed the 
starting wage in the correct range; e 
otherwise. 
(Question 6) 
1 if the individual thinks it is at 
least very difficult to obtain full time 
employment; 2 otherwise. 
(Question 7) 
1 if the individual is employed full 
time and not in school; 2 otherwise. 
(Question 8) 
1 if the individual has graduated 
from high school; e otherwise. 
(Question 9) 
1 if the individual is enrolled in 
school; e otherwise. 
(_Question H~) 
1 if the individual expresses definite 
interest in Navy active duty; 8 other-
wise. Those indicating definite 
interest in several branches simul-
taneously are assigned e, as well. 
(Question 5) 
1 if the individual is definitely 
interested in active duty · service in 
the Navy; A otherwise. 
This variable counts those individuals 
indicating definite interest in more 














This variable is -1 if the individual 
received unsolicited advertising lit-
erature and -2 otherwise. 
(Question 11) 
1 if the individual is married: e 
otherwise. 
(Question 12) 
Eligible enlisted leads for each 
NRD in FYTQ as reported by Navy 
Opportunity Information Center. 
Naval Recruiting District 
.This variable gives the number of 
Navy advertising . slogans correctly 
identified. It can have the values 
e, 1 or 2. 
(Question 13) 
This variable is the sum of ESTS, 
selection of correct initial salary 
and NVAW, number of Navy slogans 
correctly identified. It can have 
integer values in .the range e to 3. 
(See ESTS and NVAW.) 
1 if the individual is nonwhite: 
e otherwise. 
(Question 14) 
This is a continuous variable 
constructed by dividing the number 
of Navy canvassers in a Navy Re-
cruiting District by the number of 
qualified males candidates (QMC) 
in that district. The variable 
has the same value for the Spring 
and Fall; both use the average 
number of canvassers in the re-
cruiting district in fiscal 1976 










Advertising This is a continuous variable 
constructed by dividing the num-
ber of civilian Naval employees 
in a Naval Recruiting District by 
the number of qualified male can-
didates (QMC) in the Naval Re-
cruiting District. 
Advertising This is a continuous variable 
whose value is the local adver-
tising Management budget for 
each Navy Recruiting District 
divided by the corresponding 
number of qualified male can-
didates (QMC). The budgets for 
the Spring sample are for fiscal 
1976. The budgets for the Fall 
· sample were constructed by taking 
"two-thirds of the total of the 
fiscal year 1976, the transition 
quarter and first quarter of 
fiscal 1977 budget. 
Advertising This is a continuous variable 
constructed by dividing Navy 
RAD expenditures in a Navy Re-
cruiting District by the number 
of qualified male candidates in 
the same district~ The value 
for the RAD budget for a district 
in Spring was defined to be the 
fiscal 1976 budget. The value for 
the RAD budget for the Fall sample 
was taken to be three-fourths of 
the 1976 budget plus the transi-
tion quarter RAD budget. 
Demographic This variable is 1 if the indi-
vidual had an A or B average in 
a college prepatory course of 
study or an A average in high 
school~ e otherwise. 
Control 
(Question 15) 
This is the number of qualified 














1 if the individual is in the . 
Northeastern region; e otherwise. 
1 if the individual is in the 
Southeasiern region~ 0 otherwise. 
1 if the individual is in the 
East Central region; 0 otherwise. 
1 if the individual ~s in the 
North Central region; 0 other-
wise. 
1 if the individual is in the 
South Central region; 0 other-
wise. 
1 if the individual is in the 
Western region; 0 otherwise. 
This variabie is the number of 
questions concerning goals and 
values on which the individual 
indicated cornpatability of those 
goals with service in the Navy. 
There are 11 such questions and 
so the variable can have any value 
in the range 0 to 11. 
(Question 16) 
This variable is 1 if the ob-
servation was collected in the 
Spring 1976 sample and e, o~her­
wise. 
The variable is the sum of a series 
of terms. Each term in the sum cor-
responds to one of the 11 values and 
goals questions and was constructed 
by assigning a e if the individual 
indicated that value or goal was 
incompatible with service in the 










given the weight the individual 
assigned to that particular goal 
or value. Because the weights 
range from 1 to 4 and there are 
11 values and goals questions, the 
variable can take on values in the 
range A to 44. Those questions for 
which the importance questions 
were inadvertently not asked were 
assigned the average weight 
given to those goal or value ques-
tions. There were, hovever, few 
cases where this was necessary. 
(Question 17) 
Percentage of sampled individuals 
within an NRD receiving unsolicited 
Dilitary recruiting literature. 





























APPENDIX TABLE 1 
TABLE OF ~lEAN VALUES* 




































*Mean values for variables used in the sample of 
6000 individuals. Standard deviations are given 






APPENDIX TABLE 2 
EFFECT OF ADVERTISING ON CNV: 
LEAST SQUARES ESTIMATION USING AGGREGATE DATA 
Dependent Variable: 




































(. 44 7) 
(2.02) 













Note: The estimated coefficient appears 
first followed in parenthesis by the 
value of that coefficient divided by 
its estimated standard error. 
,. 
-A9-
APPENDIX TABLE 3 
CROSS TABULATION OF INTEREST 
MEASURES FOR FALL 1976 
. 
Number of 
PLANS INVM DFPR CNV Individuals 
-----
-----------
No No No No 4458 
c No No No Yes 272 
No No Yes No 531 
No No Yes Yes 63 
No Yes Yes No 41 
No Yes Yes Yes 5 
Yes No No No 6 
.. 
Yes No No Yes 4 
Yes No Yes No 36 
Yes No Yes Yes 17 
Yes Yes Yes No 25 





APPENDIX TABLE 4 
SH1PLE CORRELATION BETWEEN INTEREST 
VARIABLES AND CONTRACTS BY NRD 











Note: Critical value for significance at .10 




APPENDIX TABLE 5 
STEPWISE LEAST SQUARES' ESTIMATES: CAUSAL CHAIN AND REDUCED FORM MODELS, 6000 OBSERVATIONS 1 
Dependent 
Varieble LIT2 
CAUSAL CHAIH 3 REDUCED FORM~ 
CHV DFPR AHYCHV CHV DFPR AHYCHV 
R square .018 .039 .114 .095 .016 .032 .062 




























































































~he degrees of freedom for tha F 
their standard deviations. 
statistics appear in parenthesis as do tha absolute values of the coefficients divided by 
PCLAM, PCRAD, PCCAN, NW, QUAL, CGRF, HSGR, AGE, IHSH, FEMP, FDIFF, MAR, BRM, and WAVE ~he Type I error was sat at .2. 
liara candidates. 
~he selection criteria was sat 
PCRAD, PCCAN; Demographic - HW, 
WSCOR and NVPLEST. lfrhi s sat of 
ware deleted. 
at a Type I error of .2. Candidate varfablas were, by groupz Advertising- liT, PClAM, QUAL, CGRF, HSGR, AGE, IHSH, FEMP. MAR, and FDIFF~ Control - WAVE; Predetermined -
































STEPWISE LEAST SQUARES ESTIMATES: REDUCED FORM 














.... 035 (2.53) 
. --
















































1candidate variables were: Advertising- LIT, PCLAM, and PCCAH; Demographic - BRM, CGRF, HSGR, HW, AGE, FEMP, MAR, 
and WAVE; Predetermined- WSCOR and HVPLEST. The Type I arror tolerance was set at .2. The estimated coefficient 






APPENDIX TABLE 7 
ELASTICITIES AMONG EXPLANATORY VARIABLES: 
CAUSAL CHAIN MODELl 




.183 (. 211) {.172} LIT 
PC LAM • 125 (.128) {.123} . 
--- ---
EFCN 
--- .053 (.044) {.0581 
WSCOR · XXX XXX .164 ( .180) {.150} 
1All estimated elasticities are based on coefficients which are significant at the 10 
percent level. The elasticity calculated for all individuals appears first followed, 
in parenthesis, by the elasticity for nonwhites and, in braces, by the elasticity cal-






APPENDIX TABLE 8 
POINT ELASTICITY ESTIMATES: 
NON WHITE INDIVIDUALS1 
I Measure of CNV DFPR ANYCNV I 
Interest: 
Model: Causal Reduced Causal Reduced Causal Reduced 
Chain Form Chain Form Chain Form 
-




LIT 1.68 1.71 1.69 .511 .526 .537 2.50 2.52 2. 42 ~ ,:-
PC LAM .200 .419 .216 -.129 -.062 -.A91 
--
.279 .310 I 
PC CAN 
-- -- -- -- -- --










WSCOR .242 .263 -- .311 .324 -- .217 .231 
Awareness 
Variable: 
NVPLEST .117 .117 -- .~72 .072 -- .~77 .077 
1All elastic~ty calculat~ons are based on estimated coefficients 




APPENDIX TABLE 9 
EFFECT OF ADVERTISING ON CONTRACTS: 
LEAST SQUARES ESTIMATES USING AGGREGATE DATA 
' 
Dependent Variable: CPCTOT 
Number of Observations: 43 
R Square: .53 
F Statistic: 4.70 (8, 34) 
INDEPENDENT VARIABLES 
Advertising 
PCRAD .001 (. 709) 
PCLAM .004 (1.24) 
XLIT -.004 (-.483) 
Demographic 
QUALPC -.006 (-1.03) 
CGRFPC .039 (5.02) 
NWPC .006 (1.74) 
Attitude/Awareness 
WSCORPC .001 (1.17) 
NVPLESTPC .000 (.062) 
Constant .002 
Note: The estimated coefficient appears 
first followed in parenthesis by the 
value of that coefficient divided by its 




CONTRACTS AND NOIC LEADS BY NRD 
Dependent Variable: CPCTQ 
Number of Observations: 43 
R Square .10 
INDEPENDENT VARIABLE 
NOICPC .387 (2.13)* 
Constant .004 




( . :tl 
NttmER OF CANDIDATE INITIATED RECRUITER CONTACTS BY NRD - SPRING 1976 
--------------------------------------------------------------------~ 
CNV 
NRD NUN MAIN CITY A.F. ARMY e.G. H.C. NAVY TOT At. 
ICNV) 
101 115 ALBANY 4 5 1 3 8 21 
102 78 BOSTON 1 4 1 0 4 10 
103 78 BUFFALO 2 5 0 3 2 12 
104 176 NEW YORK 3 6 0 4 3 16 
lOS 124 HARRISBURG 4 2 0 1 9 16 
119 69 PHILADELPHIA 6 1 0 3 5 15 
161 73 NEW"RK 1 2 l 3 l 8 
:no . 56 MONTGOMERY 2 5 l 0 1 9 
311 13 COLUIIBIA 0 1 0 l 0 2 
312 63 JACKSONVILLE 2 3 0 z 4 11 
313 46 ATLANTA 4 7 1 4 1 17 
314 38 NASHVILLE 3 6 0 1 3 13 
315 17 RALEIGH 4 2 0 1 1 8 
347 74 MHIPHIS 1 3 0 0 1 5 
348 123 MIAMI 5 6 2 6 s 24 
407 31 LOUISVILLE 1 2 0 0 2 5 
408 Z2 RICHNotm 2 1 0 0 0 3 
409 174 WASHINGTON DC 8 15 2 9 10 44 
417 85 CLEVELAND 8 7 0 4 u 31 
418 lll COLUtiBUS 4 7 1 4 6 22 
420 32 PITTSBURG 2 1 0 3 2 8 
422 139 DETROIT 6 9 0 4 9 28 
423 51 UIOIAIIAPOLIS 1 2 0 1 2 6 ~ 521 167 CHICAGO 2 6 0 3 5 16 524 41 ST LOUIS l 2 0 .3 4 10 ~ ~27 6 KANSAS CITY 1 1 0 0 0 2 I 
528 127 ~IINNEAPOLIS 4 7 0 3 9 23 
529 72 OtiAHA 2 5 0 2 6 15 
541 39 PEORIA . 1 4 1 0 1 7 
559 3~ MILWAUKEE 2 1 0 2 3 8 
7:!5 37 DENVER 3 1 0 1 1 6 
730 22 ALEIUQUERQUE 1 1 0 2 1 s 
731 80 DALLAS 4 6 0 6 7 23 
732 41 HOUSTON 2. 2 0 2 2 8 
733 19 LITTLE ROCK 0 0 0 1 1 2 
734 24 ~lEI~ ORLEANS 2 1 1 0 0 4 
735 11 OKLAHOMA CITY 1 3 0 1 4 9 
746 41 SAN AUTONIO 2 4 0 l 1 8 
836 109 LOS ANGELES 5 5 0 3 4 17 
837 19 PORTLAt40 l 1 0 1 2 5 
838 208 SAN FRANCISCO 13 15 1 9 15 53 
839 30 SEATTLE 3 3 1 2 2 11 
840 85 SAN DIEGO 7 7 1 1 s 21 
SAMPLE TOTALS 131 177 15 100 164 587 
PRECEDING DATA FOR THE 5 MILITARY BRANCHES WAS OBTAINED, IN ORDER, FROM 
QUESTIONS 205, 212o -224, 216, AND 221 OF THE SPRING 1976 MARKET FACTS SURVEY. 
APPENDIX TABLE 11 
.:. . P~OBABLY OR DEFINITELY INTERESTED IN SERVICE IN A BRANCH BY NP.O • SPRING 1976 
·----------------------------------------------------------------------------DFPR 
ACTIVE.DUTY.INTEREST MULTIPLES 
NRD NUtt MAIN CITY A. F. ARMY e.G. M.C. NAVY 1 2 3 4 5 ( OFPR) 
101 115 ALBANY 14 7 4 4 10 16 s 3 1 0 
102 76 BOSTOH 12 6 11 10 12 13 6 3 1 3 
103 78 BUFFALO 10 4 2 4 1 15 3 0 0 0 
104 176 NEW YORK 8 6 5 4 s 10 2 3 0 l 
lOS 124 HARRISBURG 18 13 14 7 25 17 15 3 4 1 119 69 PHILADELPHIA 10 7 5 7 s 9 7 2 0 1 
161 73 NEWARK 9 10 7 8 9 s 6 l 1 3 
310 56 HONTGOtiERY 8 11 6 6 12 11 7 0 2 2 
311 13 COLUf1BIA 2 4 1 3 1 6 1 1 0 0 
312 63 JACKSONVIllE 12 12 6 7 13 17 4 6 1 1 
313 46 ATLANTA 7 10 0 6 5 11 4 3 0 0 
314 36 NASHVILLE 9 7 3 5 4 6 3 3 0 1 
315 17 RALEIGH s l l 1 3 3 4 0 0 0 
347 74 tiEMPHIS 13 12 4 6 10 16 3 4 2 1 
348 123 MIAMI 17 13 15 12 14 26 9 5 3 0 
407 31 LOUISVILLE 4 2 2 l 6 4 1 3 0 0 
408 22 RICHMOND 4 2 6 2 3 1 3 0 0 2 
409 174 WASiiiHGTot~ DC 21 20 18 15 24 27 20 5 4 0 
417 85 CLEVELAND. 11 9 11 4 ll 15 1 7 2 0 
416 111 COLUtiBUS 16 7 s 10 17 22 7 1 2 2 
420 32 PITTSBURG 4 2 2 2 4 2 2 0 2 0 
4:!2 139 DETROIT ·. 18 16 16 17 23 20 10 9 2 3 h 423 51 INDIANAPOLIS 3 1 2 3 4 7 1 0 1 0 521 167 CIIICAGO 16 2l 11 11 18 22 10 4 2 3 524 41 ST LOUIS 6 2 6 5 7 ·5 5 1 2 0 ?' 527 6 KAHSAS CITY 0 1 l 0 1 0 0 1 0 0 
sz8 127 HIN~IEAPOLIS 15 15 9 9 14 14 8 6 1 2 529 12 OtiAHA 7 7 3 3 3 "6 s 1 1 0 
541 39 PEORIA 4 9 1 3 4 6 4 l l 0 559 32 MILWAUKEE 1 0 0 1 3 3 l 0 0 0 
725 37 DENVER 9 3 2 2 6 11 4 1 0 0 
730 22 ALBUQUERQUE 1 3 2 2 3 3 2 0 l 0 
731 80 DALLAS 20 11 13 13 20 16 s 11 2 2 
732 41 HOUSTON 6 3 1 4 4 10 1 2 0 0 
733 19 LITTLE ROCK 5 3 4 5 ~ 2 0 2 0 3 
734 24 NEW ORLEANS 9 5 4 5 5 9 3 l 0 2 
735 11 OKLAHOMA CITY 2 1 2 1 2 2 3 0 0 0 
746 41 SAN ANTONIO 8 5 s 4 6 11 3 2 0 l 636 109 LOS ANGELES 20 13 9 13 14 13 6 7 2 3 
837 19 PORTLMID 3 2 3 2 3 2 3 0 0 1 638 208 S1.N FRANCISCO 31 l3 2l 13 22 26 16 6 l 0 
839 30 SEATTLE 6 0 2 2 l 7 3 0 0 0 
840 85 SAN DIEGO 16 10 12 7 17 15 5 6 1 3 
SAMPLE TOTALS 422 311 259 251 382 466 215 116 44 41 
PRECEDING DATA FOR THE 5 MILITARY BRANCHES WAS OBTAINED, IN ORDER, 
FP.OM QUESTIONS 69, 70, 71, 72, ANO 73 OF THE SPRING 1976 MARKET FACTS 
SURVEY. TliE PART OF THE TABLE LABELED MULTIPLES DESCRIBES THE 
FREQUENCIES WITH WHICH INDIVIDUAL RESPONDENTS INDICATED DEFINITE 
OR PROBABLE INTEREST IN ONE OR MORE THAN ONE BRANCH. 
APPENDIX TABLE 12 




SERVICE PLANS FOR HIGH QUALITY CANDIDATES BY NRD - SPRING 1976 
--------------------------------------------------------------
PLANS 
NAVY NAVY NAVY 
NRD NUM MAIN CITY A.F. ARMY e.G. M.C. ACT. RES. UNK. OTH. TOTAl. 
101 115 ALBANY 0 0 0 0 0 l 0 0 1 10Z 78 BOSTON 0 0 0 0 1 0 1 0 2 103 78 BUFFALO 0 0 0 1 0 1 0 0 2 104 176 NEW YORK 0 0 0 l 1 0 0 0 2 105 124 Hb.RIHSBURG ~ 0 1 0 0 0 l 0 4 119 69 PHILADELPHIA 0 0 0 1 0 0 0 0 1 161 73 NEWARK 0 0 0 0 2 0 0 1 3 310 56 MONTGOMERY 1 1 0 0 0 0 D 0 2 311 13 COLUN13IA 0 0 0 0 0 0 0 0 0 312 63 JACKSONVILLE 0 0 1 0 .1 0 0 0 2 
313 46 ATLANTA 0 0 0 0 0 0 0 0 0 314 38 NASHVILLE 1 1 0 0 1 0 0 0 3 
315 17 RALEIGH 0 0 0 0 0 0 0 0 0 
347 74 MENPIIIS 0 0 0 0 1 0 0 - 0 1 348 123 MIAtii 1 0 0 0 0 o. - 0 1 2 407 31 LOUISVILLE l 0 0 0 0 0 0 0 1 403 :!2 RICHMOND 1 0 0 0 0 0 0 0 1 409 174 WASHINGTON DC 1 0 0 0 1 0 0 1 3 417 85 CLEVELAND 2 1 0 0 0 0 0 0 3 418 111 COLU~IBUS 1 0 0 0 1 0 0 0 2 420 32 PITTSBURG 0 0 0 0 0 0 0 0 0 422 139 DETROIT 0 0 0 1 1 0 0 0 2 423 51 IIIDIANAPOLIS 0 0 0 0 0 0 0 0 0 I 521 167 CIIICAGO 2 1 0 0 1 0 0 0 4 ~ 524 41 ST LOUIS 0 0 0 0 0 0 0 0 0 0 527 6 KANSAS CITY 0 0 0 0 0 0 0 0 0 I 5~8 127 MINNEAPOLIS 0 3 0 0 0 0 0 0 3 529 72 OMAHA 0 0 0 1 0 1 1 0 3 
541 39 PEORIA 0 2 0 0 0 0 0 0 2 559 3~ MILWAUKEE 1 0 0 0 0 0 0 0 1 725 37 DENVER 0 1 0 1 0 0 0 0 2 730 22 ALBUQUERQUE 0 0 0 0 0 0 0 0 0 731 80 DALLAS ~ 0 0 0 0 0 0 0 2 732 41 HOUSTON 0 0 0 0 0 0 0 0 0 733 19 LITTLE ROCK 0 0 0 0 0 0 0 0 0 
734 24' NEW ORLEANS 2 0 0 0 0 0 0 1 3 735 11 OKLAHO~IA CITY 0 1 0 0 0 0 0 0 1 746 41 SAN ANTONIO 1 0 0 0 0 0 0 0 1 836 109 LOS ANGELES 3 0 0 0 1 1 0 0 5 837 19 PORTLAND 0 0 0 0 0 0 0 0 0 838 208 SAN FRANCISCO 6 2 l 2 l 0 0 0 12 839 30 SEATTLE 0 0 0 0 0 0 0 0 0 840 85 SAN DIEGO 1 2 0 1 1 0 1 0 6 
SAMPLE TOTALS n 15 r, 3 9 14 4 4 4 82 
l'RECEDniG DATA FOR THE 5 MILITARY BRANCHES WAS OBTAINED, IN ORDEP, 
FROM QUESTIONS 38, 42, 46, 49, !52,53,54), AND 58 OF THE SPRING 1976 
MARKET FACTS SURVEY. A RESPOHDENT IS CONSIDERED TO BE HIGH-QUALITY 
'IF HE RECEIVED A'S 0~ B'S IN A COLLEGE PREPARATORY PROGRAM, OR IF HE 
·!' RECEIVED A'S IN A COMHERCIAL,BUSINESS, OR VOCATIONAL PROGRAM !QUESTIONS ~54 AND 255 OF THE SPRING 1976 SURVEY), 
·! 
1 --- --- --
• ~ 
NUMBER OF CANDIDATE INITIATED RECRUITER CONTACTS BY NRD -- FAll 1976 
-·------------·-----------------------------------------------------
CNV 
r-mo · NUM HAIN CITY A. F. ARHY e.G. H.C, NAVY TOTAl ( CtlV) 
101 124 ALBAHY 8 8 2 3 12 33 
102 ~62 BOSTON 12 18 5 8 9 52 
103 150 BUFFALO 8 6 3 5 10 32 
104 177 NEW YORK 5 8 1 1 6 u 
105 127 HARRISBURG 5 3 4 4 14 30 
119 214 PHILADELPHIA . 5 11 4 8 15 43 
161 115 NEWARK 5 8 2 4 11 30 
310 
. 
47 HOIUGOHERY 3 3 1 1 2 10 
311 98 COLU~IBIA 10 , 7 0 3 4 ~4 
312 81 JACKSONVILLE 2 4 1 1 6 14 
313 107 ATLANTA 4 4 0 4 7 19 
314 90 NASHVILLE 3 4 1 6 5 19 
315 102 RALEIGH 10 7 1 2 5 25 
347 77 MEMPHIS 3 6 0 2 8 19 
348 117 MIAtii 9 4 2 3 7 25 
407 198 LOUISVILLE 8 11 0 4 15 38 
408 69 RICHMOND 6 7 2 s 5 25 
409 ~02 WASHINGTON DC 9 9 l 5 17 41 
417 lOS CLEVELAtm 6 7 1 2 10 ~6 
418 107 COLUtiSUS 6 7 1 6 10 30 
4~0 143 PITTSBURG 9 7 0 s 1~ 33 
422 134 DETROIT 5 4 0 6 7 22 
423 61 INDIANAPOLIS 4 4 0 4 3 15 ~ 5:!1 192 CHICAGO 5 12 1 6 9 33 524 H4 ST LOUIS 11 11 0 5 8 35 ~ 527 119 KANSAS CITY 7 2 1 4 6 20 I 
528 130 MINNEAPOLIS 10 10 3 1 13 37 
529 99 OMAHA 4 5 0 5 6 20 
541 217 PEORIA 12 20 0 7 20 59 
559 197 HIL~AUKEE 7 11 2 4 13 37 
725 136 DENVER 4 8 1 8 11 32 
730 99 ALBUQUERQUE 3 1 1 3 6 14 
731 78 DALLAS 5 4 0 2 5 16 
732 67 HOUSTON 3 2 1 3 2 11 
73.3 99 LITTLE ROCK 2 5 0 3 6 16 
734 197 NEW ORLEANS 7 5 1 11 10 34 
735 71 OKLAHOMA CITY 3 3 0 5 J . 14 
746 54 SAN ANTONIO 2 4 0 2 2 10 
836 10:! LOS ANGELES 6 6 0 4 5 21 
837 145 PORTLAI~D 9 9 0 3 8 29 
838 1Sl SAN FRANCISCO 6 9 1 4 9 29 
839 124 SEATTLE 8 7 3 5 13 36 
840 102 SAN DIEGO 4 9 3 7 5 28 
SAMPLE TOTALS 263 300 50 18'• 360 1157 
PRECEDING DATA FOR THE 5 MILITARY BRANCHES WAS OBTAINED, IN ORDER, FROM 
QUESTIONS 287, 294, 306, 300o AND 303 OF THE FAll 1976 MARKET FACTS SURVEY, 
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'NUH MAIN CITY A. F. ARMY e.G. N.C. NAVY 1 2 3 4 5 (OFPR) 
101 124 ALBANY 17 10 15 6 14 17 11 6 0 1 
1oe 262 BOSTON 41 32 · 37 20 34 45 22 11 8 2 
103 150 BUFFALO 26 . 18 15 13 23 22 10 10 2 3 
104 177 NEW YORK 25 15 10 12 16 29 10 2 2 3 
lOS 127 HARRISBURG 11 14 15 14 17 15 13 4 2 2 
119 214 PHILADELPHIA 23 18 16 17 27 32 10 7 2 4 
161 . 115 NEWARK 11 8 12 11 18 15 9 9 0 0 
310 47 MONTGOMERY 6 4 6 7 9 8 6 1 1 1 
311 98 COLmlBIA 24 24 14 12 2o 19 12 11 2 2 
312 S1 JACKSONVILLE n 11 8 13 10 19 s 2 2 4 
313 107 ATLANTA 18 15 10 7 18 18 12 4 1 2 
314 90 NASHVILLE 17 9 7 10 9 14 8 
- J 2 1 
315 102 RALEIGH 21 11 11 11 14 15· 6 6 2 3 
347 77 MEMPHIS 10 18 10 10 13 - ··22 6 4 0 3 
348 117 MIAMI 17 13 16 8 14 20 7 7 2 1 
407 198 LOUISVILLE 26 30 19 19 25 25 11 12 4 4 
408 69 RICHfiONO 11 8 3 7 8 7 6 3 1 1 
409 202 WASHitiGTON DC 30 19 18 19 24 38 16 6 3 2 
417 105 CLEVELAtlO 8 6 4 2 9 13 6 0 1 0 
418 107 COLUtiBUS 18 17 10 14 20 25 9 7 0 3 
420 143 PITTSBURG 22 16 14 11 22 22 15 5 2 2 
422 134 DETROIT 15 14 8 9 15 16 12 4 1 1 ~ 423 61 INDIANAPOLIS 6 8 4 6 7 9 3 2 0 2 521 192 CHICAGO 27 12 16 15 16 27 10 5 1 4 
524 124 ST LOUIS 26 27 20 21 19 25 16 6 7 2 ~ 527 119 KANSAS CITY 13 9 s 5 10 23 6 1 1 • 0 
528 130 MINNEAPOLIS 18 11 12 8 17 14 16 5 0 1 
sa 99 OMAHA 12 11 12 9 14 17 6 4 3 1 
541 217 PEORIA 29 29 12 23 23 44 15 5 3 3 
559 197 MILWAUKEE 18 18 14 8 18 23 10 7 3 0 
725 136 DENVER 18 11 13 13 15 21 8 2 3 3 
730 99 ALBUQUERqUE 16 13 10 15 20 22 8 9 l 1 
731 78 DALLAS 1 s 5 10 10 14 7 3 0 D 
732 67 HOUSTON 14 9 10 6 13 8 8 5 2 1 
733 99 LITTLE ROCK 13 17 11 11 ll 15 10 5 2 1 
734 197 NEW ORLEANS 28 20 29 25 30 28 11 s 8 7 
735 7l OKLAHOtiA. CITY 8 10 5 11 13 17 s 2 1 2 
746 54 SAN ANTONIO 9 5 4 5 5 10 5 1 0 1 
836 102 LOS ANGELES 19 8 1l 8 18 18 11 2 2 2 
837 145 PORTLAND 26 12 13 11 22 22 15 6 1 2 
838 151 SAN FRAIICISCO 27 12 24 10 19 29 10 7 3 2 
839 124 SEATTLE 19 9 15 e 17 19 12 4 2 ·1 
840 102 SAN DIEGO 24 12 13 8 16 24 1:! 4 2 1 
SAMPLE TOTALS 795 598 536 488 712 885 426 214 85 82 
PRECEDING DATA FOR THE 5 MILITARY BRANCHES WAS OBTAINEO, IN ORDER, 
.FROM qUESTIONS 69, 70, 71, 72, AND 73 OF THE · FALL 1976 MARKET FACTS 
SURVEY. THE PART OF THE TABLE LABELED MULTIPLES DESCRIBES THE 
FREQUENCIES WITH WHICH INDIVIDUAL P.ESPONDENTS INDICATED DEFINITE OR 
PROBABLE INTEREST IN ONE OR HORE THAN ONE BRANCH. 
' 
a 
,, .. ~ -
CONTACTS BETWEEN INDIVIDUALS AND RECRUITERS BY NRD -- FALL 1976 
---------------------------------------------------------------
ANYCNV 
NRD NUH HAIN CITY A. F. ARHY e.G. H.c. NAVY TOTAl 
fANYCNVJ 
101 124 ALBANY 13 17 3 12 22 67 
102 26~ BOSTotl 25 41 10 19 26 121 
103 150 BUFFALO 18 19 4 15 22 78 
104 177 HEW YORK 10 20 4 8 12 54 
105 127 HARRISBURG 12 24 6 15 Z5 82 
119 ~14 PHILADELPHIA 15 ~8 s 11 26 85 
161 115 NEWAQK 8 19 2 8 16 53 
:no . 47 MONTGOMERY 6 9 1 3 2 u I 311 98 COLU~miA 16 16 3 11 13 5Q 
312 81 JACKSONVILLE 11 13 2 11 17 5'• 
313 107 ATLAIITA 10 16 1 q 15 51 
314 90 NASHVILLE 10 17 1 11 18 57 
315 102 RALEIGH 19 16 3 6 9 53 
347 n tiEHPHIS 3 9 0 7 14 33 
-348 117 MIMI I 14 11 4 11· 15 55 
407 198 LOUISVILLE 32 42 1 14 35 124 
408 69 RICH~IOHD 11 14 3 9 11 46 
409 202 WASHUIGTON DC 21 26 5 23 28 103 
417 lOS CLEVELAND 9 20 1 8 16 54 
416 107 COLUNi3US 10 19 3 14 2l 67 
420 143 PITTSSURG 16 28 2 14 ~8 88 
422 134 DETROIT 19 22 0 19 26 86 
423 61 INDIANAPOLIS 10 11 0 12 7 40 ~ 521 192 CHICAGO 19 28 ~ 30 21 100 !:124 H4 ST LOUIS 24 25 0 25 29 103 
527 119 KANSAS CITY 15 25 3 19 19 81 'f 528 130 MINNEAPOLIS 16 29 3 14 31 93 
529 99 OtiAHA 11 17 2 15 ~4 69 
541 217 PEORIA 32 55 1 34 53 175 
559 197 MILWAUKEE 21 39 4 39 35 138 
7:!5 136 DENVER 15 24 3 24 ~5 91 
730 99 ALBUQUERQUE 7 13 1 14 16 53 
731 78 DALLAS 14 12 0 7 12 45 
732 67 HOUSTON 11 10 1 9 11 42 
733 99 LITTLE ROCK 10 17 1 11 17 56 
734 197 NEiol ORLEAtlS 25 21 6 32 36 120 
735 71 OKLAHONA CITY 8 12 1 12 20 53 
746 54 SAN ANlONIO 5 10 2 10 7 34 
836 102 LOS ANGELES 12 17 2 18 17 66 
837 145 PORTLAND 26 25 4 16 32 103 
838 151 SAN FRAUCISCO 14 28 4 10 23 79 
839 124 SEATTLE 21 27 6 19 33 106 
840 102 SAN DIEGO 9 18 3 16 7 53 
SAMPLE TOTALS 633 909 113 644 894 3193 
PRECEDING DATA FOR THE 5 MILITARY BRANCHES WAS OBTAINED, IN ORDER, FROM 
QUESTIONS 287, '294, 306, 300, AND 303 OF THE FALL 1976 MARKET FACTS SURVEY. 
APPENDIX TABLE 17 
? ~ \.' \:t '-
SERVICE PlANS FOR HIGH QUAliTY CANDIDATES BY NRD -- FAll 1976 
---------·---------------------------------------------------- · ~ 
PLANS NAVY NAVY ~IAVY 
tmD NUt1 MAIN CITY A.F. ARMY e.G. H.C. ACT. RES. UNK. OTH. TOTAl 
. 101 124 ALBANY 1 0 0 0 1 0 0 0 2 
102 262 BOSTON 5 0 1 0 3 0 0 2 11 
103 150 BUFFALO 1 1 0 0 1 0 0 0 3 
104 177 t~EW YORK 4 1 1 0 1 1 0 0 8 
105 127 HARRISBURG 0 0 0 2 2 1 0 0 5 
119 214 J:'HILADELPHIA 3 0 0 0 4 0 0 1 8 
1t.1 115 NEWARK 1 1 0 0 0 0 0 0 2 
310 47 MONTGOtiERY 0 1 0 0 1 0 0 0 2 
311 98 COLUMBIA 0 0 0 0 0 0 0 0 0 
312 81 JACKSONVIllE 0 0 0 0 0 0 1 0 1 
313 107 ATLANTA 1 2 0 0 0 0 0 2 5 
314 90 NASHVILLE 0 0 0 0 0 0 0 0 0 
315 102 RALEIGH 1 0 0 0 0 0 0 0 l 
347 77 HHIPHIS 1 2 0 1 1 0 0 0 5 
348 117 MIAMI 4 2 0 2 2 0 . 0 0 10 
407 198 LOUISVILLE 1 0 0 0 2 0 0 0 3 
408 69 RICHtiONO 2 0 0 0 0 0 0 l 3 
409 202 WASHINGTON DC .0 0 1 3 3 0 0 0 7 
417 lOS CLEVELAND 0 0 0 0 0 0 0 0 0 
418 107 COLUMBUS 4 l 0 1 0 l 0 0 7 
420 143 PITTSBURG 2 1 0 0 2 0 0 0 s 
422 134 DETROIT 0 0 0 0 1 0 0 0 1 
423 61 INDIANAPOLIS 0 0 0 1 0 ·0 0 1 2 ~ 521 192 CHICAGO 6 0 0 2 0 1 0 1 10 524 124 ST LOUIS 2 1 0 2 0 0 0 0 5 
-1:'" 5~7 119 KANSAS CITY 0 0 0 0 0 0 0 0 0 I 528 130 MINNEAPOLIS 1 1 0 0 0 0 . 0 0 2 529 99 OMAHA 0 0 0 1 1 0 0 0 2 541 217 PEORIA 1 0 0 0 1 0 1 0 3 
559 197 MILWAUKEE 0 0 0 0 0 0 0 0 0 
725 136 DENVER 1 0 0 1 1 0 0 0 3 
730 99 ALBUQUERQUE 1 0 0 0 0 0 0 0 1 
731 i8 DALLAS l 0 0 0 0 0 0 0 1 
732 67 HOUSTON 0 0 0 0 0 0 0 0 0 
733 99 LITTLE ROCK 1 0 1 0 1 0 0 1 4 
734 197 HEW ORLEANS 6 1 0 1 1 0 0 1 10 
735 71 OKLAHOMA CITY 0 0 0 0 0 0 0 0 0 
746 54 SAN AHTONIO 4 0 0 3 1 0 0 0 8 836 102 LOS ANGELES 1 1 0 0 0 0 0 1 3 637 145 PORTLAND 4 0 0 1 0 0 1 0 6 838 151 SAN FRANCISCO 2 0 1 0 2 0 0 0 5 839 124 SEATTLE 1 1 0 0 0 0 0 0 2 840 102 SAN DIEGO 2 1 0 0 l 0 0 0 4 
SAMPLE TOTALS 65 18 5 21 33 4 3 11 160 
PRECEDING DATA FOR THE S MILITARY BRANCHES WAS OBTAINED, IN ORDER, 
FR011 QUESTIONS ' 38, 42, 46, 49, (52o53,541, AUO SS OF THE FALL 19i6 
MARKET FACTS SURVEY. A RESPO~ENT IS CONSIDERED TO BE HIGH-QUALITY IF 
HE RECEIVED A'S OR B'S IU A COLLEGE PREPARATORY PROGRAM, OR IF HE 
RECEIVED A'S IN A COHtiERCIALoBUSINESS, OR VOCATIONAL PROGRAH (QUESTIONS 




t• •) SUPPLEMENTAL TABLE OF VARIABLES • SPRING AND FAll 1976 
------------------------------------------------------
SPRING FALL SPRING FALL SPRING FALL SPRING FAll 
NRD HAIN CITY QHC CIV XLIT XLIT QUALPC QUALPC WSCORPC WSCORPC NVPLESTPC NVPLESTPC 
101 ALBANY 137708 3269 0.0957 0.0806 0.5826 1 0,5~42 5.0667 6. 7218 0.2869 0.3t'31 
102 BOSTON 197646 12155 0.1154 0.0954 0.641 0.584 5.1795 5.176 0.3076 0.3664 
103 BUFFALO 144095 38 0.1026 0.06 0.6154 0.5733 3.3935 5.8:!03 0.1923 0.4567 
104 NEW YORK 171400 3167 0.0625 0,0395 0.767 0.5706 1.8769 4.671 0.1477 0.2203 
lOS HARRISBURG 105711 4118 0.1129 0.1969 0.629 0.4961 5. 7211 5.4065 0.~742 0,3937 
119 PHILADELPHIA 163377 17860 0.1449 0.0981 0.5217 0.5421 3.95:!2 5.3466 0.326 0.3972 
161 NEWARK 121865 1434 0.0548 0.0783 0.6575 0.6435 5.9726 5.0957 0.274 0.3695 
310 NOtnGOMERY 96214 8431 0.1429 0.1064 0.5714 0.5319 3.5714 S.H66 0.3125 0.3723 
311 COLUMBIA 73313 11156 0 0.1224 0.2308 o. 3673 4 4.5406 0.3846 0.5 
312 JACKSONVILLE 85903 8001 0.127 0.0864 0.5397 0.4321 6.9206 6. 2716 0.2222 0.3H 
313 ATLANTA 106274 377 0.1739 0.10<:8 0.5Zl7 0.5234 4.587 4.4933 0.4021 0.3832 
314 NASHVILLE 102811 14 0.1842 0.1333 0.5789 0.3667 7.7917 4. Oll75 0.3158 0.3723 
315 RALEIGH 137741 2910 0.1176 0,098 0.5294 0.451 4.8:!35 3.7922 0,3824 0.2843 
347 MEMPHIS 97396 1861 0.1216 0.1039 0.4054 0,3636 3.3784 8.1655 0.1757 0.4285 
348 MIAMI 94160 1037 0.0813 0.0855 0.5~03 0.6239 4.3553 6.4016 0.2968 0.359 
407 LOUISVILLE 97346 6143 0.0968 0.101 0.4839 0.5354 6.4516 4.671 0.3:!:!6 0.3788 
408 RICHMOND 93979 34310 0.0909 0.~029 0.5909 0.5217 5.2727 5.1155 0.3864 o. 3479 
409 WASHINGTON DC 133823 40048 0.1207 0.0891 0.592 0.5545 4.0267 6.1362 0.2299 0.3664 
417 CLEVELAND 146870 1857 0.1412 0.1238 0.5412 0.4952 4.7:!31 6.5119 0.2588 0.3143 
418 COLUtiBUS 158992 103 0.0721 0. 0748 0.5225 0.626~ 4.6734 6.5566 0.29::8 0.3925 
420 PITTSBURG 118149 43 0.1875 0,0699 0.4063 0.5035 3.4045 3.98il 0.3594 0.4056 ~ 422 DETROIT 249138 109 0.1583 0.1269 0.4892 0,455:! 6.3946 6.0821 0.3237 0.4~53 423 INDIANAPOliS l12lt82 2583 0.0392 0.2131 0.5294 0.459 6.5233 4.9S08 0.~::54 0.4017 V1 5Zl CHICAGO 207099 2549 0.1138 0.1198 0.497 0.4427 4.·1757 4.019 0.2575 o. ~969 I 524 ST LOUIS 132331 21 0.122 0.1774 0.5366 0.371 6.3429 5.5129 0.2317 0.3428 
527 KANSAS CITY 112879 ~3 0.3333 0.1597 0.5 0.4958 1.6667 5.7176 0.0833 0.4159 
528 HUI~IEAPOLIS 131663 40 0.1<:6 0.2231 0.5433 0 . 4692 3.362~ 4.9307 0,3189 0.4038 
.529 OHAHA 116200 19 0.1528 0.2121 0.4583 0.4545 4.4583 6.1:!99 0.3333 o.s 
541 PEORIA 160600 19 0.0769 0.2212 0.3846 0.4378 1.1795 5.91:!8 0.3333 0.4285 
559 MILWAUKEE 127225 38 0.1875 0.1827 0.2813 0.3604 5.8821 4.1624 0.3438 0.3782 
725 DENVER 78677 17 0.0541 0.1544 0.4324 0.5074 2.5135 5.2206 0.~567 0. 3971 
730 ALBU~UEP.QUE i30:!0 191 0.0909 0.1111 0.5455 0.5152 3. 2:!73 5.7865 0.0455 0.3434 
731 DALLAS 95452 385 0.15 0.1923 0.525 0.6026 5.3125 4.4832 0.4125 0.4615 
732 HOUSTON 75832 25 0.0732 0.0746 0.2683 0.4627 .5.2653 5.0149 0.378 0.418 
733 LITTLE ROCK 71253 24 0.0526 0.1414 0.3684 0.404 5.2211 4.3636 0.1579 0.3636 
734 NEW ORLEANS 50347 2964 0.0833 0.132 0.375 0.4365 6.9167 6,8003 0.2708 0.3884 
735 OKLAHOMA CITY 64125 890 0,1618 0.1831 0.5455 0.3944 4,4545 4.5634 0.3182 0.3451 
746 SAN ANTONIO 69583 2259 0,0976 0.2037 0.4634 0.5926 7.439 4.463 0.2561 0 . 5278 
836 LOS ANGELES 191493 19950 0.1193 0.0882 0.5505 0 .• 5098 4.3566 5.5392 0.2523 0.4019 
837 FORTLAND 134574 117 0.1053 0.1241 0.7895 0.4897 3.7368 5.3135 0.3684 0.3655 
838 SAN FRANCISCO 215943 45099 0.101 0.106 0.5721 0.5497 4.6316 5.1219 0.2645 0.3344 
839 SEATTLE 124037 15641 0.2 0.1371 0.4 0.5323 2.5667 6.1442 0.4 0.3427 
840 SAN DIEGO 162432 22725 0.0824 0.1471 0.5529 0.5 4.0588 6.5881 0.3177 0.3725 
C;HC -- QUALIFIED MALE CM~DIDATES (USED FOR SPRING AND FALL J. 
CIV -- NUMBER OF CIVILIAN NAVAL EtiPLOYEES (USED FOR SPRING AND FALLJ. 
XLIT -- PERCENT OF RESPOIIOENTS RECEIVING UNSOLICITED MILITARY LITERATURE. 
QUALPC -- PERCENT OF REsroNDENTS WITH A'S OR B'S IN COLLEGE OR A'S IN OTHER, 
WSCORPC --.WEIGHTED SCORE OF COHPATABILITY OF RESPOIIDENT'S GOALS WITH NAVY DUTY. 
NVPLESTPC -- SC:ORE OF NAVY SLOGAtl AND SALARY AWftRENESS. 
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APP.ENDIX TABLE 20 
SURVEY QUESTIONS FROM WHICH VARIABLES WERE DRAWN 
1. Ffrst of all, just to ba sura I am interviewing the right person, what ts your ega please? 
(16, 17, 18, 19, 20, 21) 
_. 2. Did the Navy recruiter contact you first or did you contact him? tAsked only tf Navy 
recruiter contact is reported> ~ 
(Recruiter contacted first: respondent contacted first) 
3. a. Is the oldest young man currently in military service, the Hatlo~al Guard, or the 
Reserves? <This does not include ROTC> 
(Yes, Ho> 
b. Has the oldest young man aver served in mllttary servtca, the National 
Guard or tha Reserves? 
(Yes, Ho) 
c. Has the oldest young man bean accepted for service tn a branch of tho Armed 
Forces and now is waiting for tha date when he is to ~o on active duty? 
.· (Yes, Ho> 
~. Is tha second oldest young man currently in ~ilitary service, the National 
Guard or the Reserves? 
CYes, No> 
a. Has the second oldest young man over served In military service, the 
National Guard, or the Reserves? 
(Yes, No> 
f. Has the second oldest young man bean accepted for sarvica ln · a branch of 
the Armed Forces and now is waiting for the date when ha Is to go on acttva 
duty? 
CYes, No) 
g. Is the third oldest young man currently in military service, the National 








·~ rJ v 
h. Has the th,rd oldest young man ever served tn mtlttary service, the 
National Guard or the Reserves? 
(Yes, No) 
t. Has tha third oldest young men been accepted for service in e branch of 




Is the fourth oldest young man currently in military service, the 
National Guard, or the Reserves? 
(Yes, No) 
k. Has the fourth oldest young men been accepted for service fn a .branch 
of the Armed Forces and now is waiting for the date when he is to go on 
active duty? 
CYes, No> 
4. What was the highest educational lavel · your father completed? If you 
are not sure, please give me your best guess. 
(Did not complete high school; finished high school or equivalent·; 
adult education program; business or trada school; soma college; 
finished college; attended graduate or professional school; obtaf~ed 
a graduate or professional degree) 
S. How likely is it that you will be serving in the Navy (active duty) 
fn the next few years? 
(Active duty in the Navy likely, active duty in another branch likely, 
serving in another capacity likely, no military service likely) 
6. As far as you know, whet is the starting MONTHLY pay for an ENLISTED 
MAN in the military - before taxes are deducted? 
7A How easy or difficult is ft for someone of your age to gat a full-time job in your area? 
CAlmost impossible, v@ry difficult, somewhat difficult, not 









8. a. Are you ettendfng school now? · 
<Yes, Ho) 
b. Are you working full-tfme or pert-tfme? 
<Full-time, part-time) 
9. a. Whet is your currant year in school? 
(1Oth grade, 1 1 t h gradet, 12th grade, 1st year, 2nd year, 3rd 
year, 4th year) 
What type of school is it? 
(High school, vocational or trade school, college, junior~ 
community college) 
b. Are you a high school graduate? (If not currently attending 
Mgh school) 
(Yes, Ho> 
10. Are you attending school now! 
(Yes, Ho> 
11. a. Have you received recruiting literature fn the mafl! 
(Yes, No) 
b. In the last six months, have you asked for fnformetion about the military by matl! 
'<Yes, Ho) 
12. Now I have a few ~uestions to help us put our participants into 
proper groups. Remember that the information you give us is 
completely confidentfal. Are you married, single, separated or 
divorcad? 
(Married, single, separated~widowed~divorced) 
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t3. How I would lfke .io read soma statements that may have bean made 
by the Air Force, Army, Coast Guard, Marine Corp!, Navy or National 
Guard. Which one service, if any, made thi! statement? (Each respondent Wa! given one of the following patrs of !logan! 
to identify.> 
a. "If you're looking for adventure, the field suddenly narrows." 
CAir Force, Army, Coast Guard, Marina Corps, Navy, National 
Guard, nona, don't know) 
"It's not just a job, it'' an adventure." 
CAir Force, Army, Coa!t Guard, Marine Corp,, Navy, National 
Guard, none, don't know) 
b. "Build your future on a proud tradition." 
(Air· Force, Army, National Guard, Navy, Marina Corps, none, 
don't know) 
"The opportunity ts for raal ••• and !O are we." 
(Air Force, Army, National Guard, Navy, Marine Corp!, 
nona, don't know> 
t4. Just to be !Ura we are representing all groups tn our survey, please 
tall me whether you de!criba yourself as •••• 
(Cuban, Mexican-American, Puerto Rican, other ~panish, American 
Indian, black, Oriental, white, refused) 
t5. a. What are/were your average grades tn high !Chool? 
CA's and B's, B's and C's, C'' and D's, D's and below, 
does not apply, don't remember) 
b. What education program are/were you tn, in high school? 










.) 0 i)' 
16. e. Which ona sarv\co is this most true of? "Gives you en opportunity 
to better yo~r life." 
(Mentioned tha Navy, did not mention tha Navy, quostfon not asked) 
b. "Trains you for leadership." 
(Mentioned the Navy, did not mention the Navy, question not asked) 
c. "Teaches you a valuable skill or trade." 
(Mentioned tha Navy, did not mantfon tha Navy, question· not asked) 
d. "Helps you gat a collage education while you serve." 
(Mentionad tho Navy, did not mantion the Navy, quastton not askad) 
•· "Allows you to sea many different countries of tho world." 
(Mentioned the Navy, did not mention the Navy, quastion not asked) 
f. "Providas good benafits for you end your family." 
(Mentioned tha Navy, did not mention the Navy, quastfon not asked) 
g. "Is a career you can bo proud of." 
(Mentioned the Navy, did not mentfon the Navy, question not asked) 
h. "Has other man you would like to work with." 
(Mentioned tha Navy, did not mention the Navy, question not asked) 
f. "Gives you tha job you want." 
(Mentioned the Navy, did not mention the Navy, question not asked) 
j. "Gives you a job which is challenging." 
<Mentioned tha Navy, did not mention the Navy, questfon not asked) 
k. "Pays wall to start." 
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17. I'd lfka to reed savorel statements. After I reed each statement, 
please tell me how important you feel tt would be ff you were 
considering joining the service. 
e. "Gives you en opportunity to bettar your lffe." 
(Extremely important, very fmportent, fairly Important, 
not import"nt at ell, don't know) 
b •. "Trains you for leadership." 
(Extremely Important, very Important, fairly Important, 
not important at all, don't know> 
c. "Teaches you a valuable ·skfll or trade." 
(Extremely important, very important, fairly important, 
not important at all, don't know) 
d. "Helps you get a college education while you serve." 
· (Extremely important, very Important: fefrly Important, 
not important at all, don't know> 
•· "Allows you to see many different countrles of the world." 
(Extremely important, very important, fairly Important, 
not important at ell, don't know) 
f. "Provides good benefits for you end your femtly." 
(Extremely important, very lmportant, fefrly fmportent, 
not important at all, don't know) 
g. "Is a career you can be proud of." 
(Extremely lmportant, very Important, fairly Important, 
not important at ell, don't know) 
h. "Has other men you would like to work with." 
CExtremoly Important, very important, fairly Important, 
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t. "Giv~! you "the job you w~nt." 
CExtremoly import~nt, very important, fairly important, 
not important at ell, don't know) 
j. "Gives you a job which is ch~llenging." 
(Extremely important, very import~nt, fatrly important, · 
not important at ell~ don't know) 
k. "Pays well to start." 
(Extremely important, very important, fatrly important, 
not important at all, don't know) 
::. 
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